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VUakers of Quality Chain Products 


iold through Wholesalers 








SPACE-SAVING! 





YOUR SCREENING DEPARTMENT IN ONE 


_ : =" COMPACT UNIT! 
7 LUMITE. 









FOR LUMITE 
DEALERS ONLY! 


STURDY All-METAL 


DISPLAY 
RACK 


DISPENSES! MEASURES! 
DISPLAYS! CUTS! 


Provides Extra Storage Space on Bottom 
Shelves for 6 Rolls of Lumite! 








This all-metal LUMITE Display Rack is 66 inches 
high, 40 inches wide and 30 inches deep. It's 
approximate shipping weight is 100 pounds. It 
dispenses, measures and cuts the six most popular 
screen widths — 24", 26", 28", 30", 32" and 36". 


Make more LUMITE screening sales in a. ~~ & 


less time and space. Get this rack through 
your wholesaler . . . cost to vou $19.95 
F.O.B. Chicago, Ill., plu: a i num order 
of 6 rolls of LUMITE! Or today! 





Chicopee Manufacturi «.. orgia H 
woven saran screening 
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UP Your Profits with 
UP Display Fixtures 











Association Designed 


SHOPPING ISLANDS 


Are Flexible and Versatile! 


It's “eyes right” . right on your featured mer- 
chandise when it’s displayed on easy-to-see, easy- 
to reach display fixtures . they’re Association- 
designed for Association members only. Attractive 
Shopping Islands add 50% more display space to 
your store. They’re durably-constructed of high- 
grade mahogany, oak or birch, with ample 
storage-space underneath for reserve stocks. Top 
step-ups can be quickly arranged to accommodate 
all sizes and shapes of merchandise. 


Association Step-Up Display fixtures are un- 
excelled in beauty, workmanship and price. They 
are shipped completely assembled, ready to go to 
work at once. See association-designed fixtures 
first before you »uy! 





For Coniplete Store Planning 
Consult Your State Association 


Streat.. 


Our FPixtur.. 
Thru State He 








INDUSTRIES, INC. 


SPRING PARK, MINNESOTA 
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it sells itself 
right off the reel! 


Chain is a hardware “bread and butter” line. Year after year 
it can be counted on for steady, profitable sales volume. 


a 


~~ 


‘ 


That's why it’s important that you keep the subject of chain 
alive .. . keep chain constantly on display. 


The Cleveland Reel Salesman sells chain “right off the reel.” 
It makes many sales that would otherwise be delayed or lost. 


Put one of these profit-makers in your store today. Your 
jobber will gladly give you full details. Or write for Reel Sales- 
man and Salesmaster literature. A-2647 


3 VELAND (HAIN 


Lhe Cleveland Chain & Uf Co. 
Cleveland 5, Ohio 

ROUND Associate Chain Companies: The Bridgeport Chain & Mfg. 

Co., Bridgeport 1, Conn. @ The Cleveland Chain & Mfg. Co., 

Cleveland 5, Ohio * Round California Chain Co., So. San Fran- 

Vv cisco and Los Angeles 54, California ¢ Seattle Chain & Mfg. 

) Co., Seattle 8, Wash. © Woodhouse Chain Works, Trenton 7, N. J. 
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CHANCE For TAXING THE UNTAXED 


OR some six years the National Tax Equality Association, representing 
WF een business interests including hardware retailing and whole- 
saling, has carried on an aggressive campaign to remove the unfair advan- 
tages enjoyed by co-ops and other tax exempt organizations. 

It has been a difficult fight because of the political implications. Many 
congressmen apparently have assumed that they would incur the wrath of 
the farmers if they voted to change the tax status of the co-ops. Also, the 
present administration opposes this effort for tax equality. 

But the campaign has been carried on, vigorously and intelligently. And 
now, for the first time, it seems there is a very good prospect that it will 
bring favorable results. 

For one thing, so many business men have become interested that they 
have flooded Washington with their insistent appeals for action. As a result, 
Congress has been impressed with the fact that millions of business men also 
represent a potent political factor. 

Then, too, the revelations as to the volume of business now escaping tax- 
ation have been astounding. The Treasury Department admits that the 
figure may be as high as $9 billion. But Congressman Noah M. Mason, 
member of the House Ways & Means Committee, says the figure is nearer 
$50 billion, including not only farmer co-ops but city consumer co-ops and 
various organizations enjoying a tax-free status on business activities, such 
as educational institutions which have purchased manufacturing plants or 
other enterprises as outlets for their investment funds. 

Finally, the need of additional tax revenues is so compelling that Congress 
is now impressed with the need of plugging up all possible loopholes in our 
tax laws if higher tax rates are to be avoided. 

Congressman Mason is the author of HR 5064, a bill to impose income 
taxes on the business earnings of tax-exempt organizations and corpora- 
tions, which is now pending before the Ways & Means Committee of the 
House. Some 200 members of the 8lst Congress have expressed themselves 
as favoring this effort to revise our tax laws to eliminate tax inequalities. 
Enough others will probably “see the light” so that favorable action may be 
obtained on the bill in the session of Congress starting this month, if busi- 
ness men generally will make themselves heard. 

This is the crucial hour. If the fight for tax equality is to be won at all. 
it should be in this present session of Congress, when the need of additional 
tax revenues is so pressing, and when it is expected that our tax laws will be 
revised anyway. 

Tell your representatives and senators what you think about “taxing the 
untaxed.” This is the hour when your effort will be most effective. 
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1950 promises to see fence sales at an all-time 
high. It is estimated that more than 800 million 
feet will be needed by Southern farms. ; 
Cash in on the growing demand with Dixisteel 
Fence—first choice of Southern farmers and cat- 
tlemen. 
Stock . . . display . . . feature the fence that 
means more sales for you, more satisfaction for 
your customers—DIXISTEEL FENCE. 
For full information on the complete Dixisteel 


Fence line, see your wholesaler or write to us. 
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| ADVERTISING TO BUILD 
MORE SALES FOR YOU! 
——~—s Dixisteel Fence ads | 
: ? \ regularly in publications 
mi \Gsrsccwsns, , / | reaching 373,471 farmers. 
SN 








Genuine Copper- Crack-proof zinc Four wrap, hinge- Tension curves in Only full size wires, 
Bearing steel wire, armor further joint construction line wires allow accurately and 
rust-resisting protects wire from stay wires won't for expansion correctly spaced 
through and through devastating rust slip or pull loose and contraction are ever used 
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Atlantic Steel Company 





ATLANTA, GEORGIA 
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P. C. Prousnitzer, Jr., right. 
demonstrates power tools to 
a group of interested custom- 
ers. For success in handling 
this line, Prousnitzer empha- 
sizes the importance of force- 
ful displays and advertising 


Planned 
Promotion 
Sells 


POWER 
TOOLS 


S THE result of planned dem- 
A onstrations and aggressive 
outside selling, power tools are 
now our largest volume line. And 
these products can be an equally 
important source of profit for other 
dealers who are willing to go all- 
out in planning carefully a sales 
and promotion program that reach- 
es all types of customers. 

Power tools are in use every- 
where today—on housing projects, 
in large and small cabinet shops, 
and in the growing number of 
home workshops where profession- 
al and business men pursue a pop- 
ular hobby. 

Power tools represent speed and 
the modern approach to wood- 
working problems. They rip boards 
apart in seconds; they drill, sand 
and paint with the speed of a mod- 
ern Aladdin whose magical lamp 
is electricity. 

Many a hardware dealer, aware 
of the growing demand for power 


Jarneric Widrary of Prite 


JANUARY 
1950 








In selling power tools, this dealer 
recommends a promotion program 
that reaches all types of customers 


By P. C. Prousnitzer, Jr. 


P. C. Hardware & Machinery Co. 
Little Rock, Arkansas 


tools, considers adding such a de- 
partment to his store. He has seen 
other dealers apparently making a 
profitable go of power tools. He 
wonders if power tools are for him. 

Maybe they are—and maybe 
they are not. Success in handling 
this line depends upon whether or 
not the individual is willing to 
work out the proper sales and pro- 
motional campaigns. 

As an ex-woodworking machin- 
ery salesman turned hardware 
dealer, I offer this one rule for 
“safe” operation: have an experi- 
enced salesman in charge of power 
tool sales, backed up by systematic 
advertising and forceful displays 
and demonstrations. 

After establishing a power tools 
department, the dealer who desires 
substantial success with this line 
should launch a vigorous selling 
job. Power toools do not sell them- 
selves, but they do respond profit- 
ably to good salesmanship. 
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In our store we have an ade- 
quate display area for power tools. 
We have the space to accommodate 
the “drop-in” trade—craftsmen 
and hobbyists interested in a home 
workshop. In addition, we have 
an outside sales force of three 
men. 

These outside salesmen account 
for a majority of our power tool 
volume. They call on cabinet shops, 
mill workshops, contractors, and 
vocational schools. 

Vocational schools are among 
our best customers, as their needs 
are never completely filled. After 
their woodworking shops. are 
equipped, they need a_ constant 
stream of supplies, consisting of 
accessories and repair parts. 

These outside salesmen carry 
certain hand tools in their cars 
to use as demonstrators, and vol- 
ume on electrical hand saws, drills, 
etc., is growing steadily. All car- 
penters want such tools, and large 
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This contractor examines a large commercial floor sander. Advertising 
brings in both the hobbyists and the professional tradesmen. 





giving pointers in 
homecrafts attract the hobbyist 


Manuals 


contractors and lumber dealers 
who do much construction work 
are volume buyers. 

These salesmen, whom we pay 
a salary plus commission, do not 
work on a set schedule. They ar- 
range their own territories and 
usually track down most of the 
prospects. 

Power tools cannot be sold to 
best advantage without this out- 
side sales force. Competition is 
keen, and, if the hardware dealer 
does not send salesmen to the users 
and the potential users of power 
tools, some other dealer will do so. 

Dealers taking on this line 
should not expect to build a large 
volume from sales to the hobbyist 
alone. He is an important element 
to be considered, but he will not 
produce the volume and profit 
needed to make power tools a ma- 
jor line. 
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The hobbyist will come into the 
store to browse and try out many 
different items, but not the large 
users of tools and accessories—the 
vocational schools, contractors and 
woodworking shops. They must be 
the target for repeated calls. 

We back our sales efforts with 
direct mail advertising, making use 
of all printed matter furnished by 
manufacturers. The name of ev- 
ery new customer is added to our 
mailing list. These customers are 
reminded constantly of new prod- 
ucts and accessories. 

Power tools require an educa- 
tional job, as well as a selling job. 
The changeover from hand tools 
to power tools does not take place 
overnight. 


= 


When hobbyists drop into the 
store, they want to see various 
tools in operation. They want to 
try them out with an instructor 
on hand to explain proper tech- 
niques, Sales develop from these 
demonstration sessions. 

To encourage this, we send out 
invitations several times a year, 
inviting hobbyists in to see certain 
demonstrations. The really impor- 
tant sale is the first one. After 
that the hobbyist naturally wants 
to increase his equipment. Usually, 
the first purchase is a bench saw. 
Then, one by one, the hobbyist 
buys other tools. 

These customers have to be kept 
interested, and they have to be 
trained in the use of the equip- 
ment. They must be educated to 
what their equipment will do after 
they have purchased it. 

For them we have installed a 
small library of books and pamph- 
lets, which they can buy or read 
on the spot. These books are dis- 
played prominently near the power 
tool department and attract a 
steady traffic. 

Dealers who are considering tak- 
ing on this line should be warned 
about one practice. It is imprac- 
tical to lend power tools or let 
them go out on a trial basis. A tool 
which is used becomes a used tool 
immediately. 

Since most expensive tools are 
bought on credit, we carry some 
of our own paper, but most of these 
sales are financed through regular 
channels. But for many hobbyists, 
the “small down payment” offer 
is the lure that tempts them to 
buy. 





Hand tool sales have increased as the result of increased promotion of 
power tools. This display encourages customer inspection of tools. 
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Displays, both interior and ex- 
terior, are considered one of the 
store’s most 
selling tools by Meynier and Dill- 
man. And a seven-point program 
to insure their attractiveness and 
forcefulness has paid off in in- 
store traffie and sales 


hardware 


ereased 


Here Are 


Seven Ways to 


HE MEYNIER and Dillman 

hardware store in New Or- 
leans, La., has made sure of hav- 
ing its share of sales appeal. 

As the result of a seven-point 
program designed to insure attrac- 
tive and forceful displays — both 
interior and exterior—store traf- 
fic has increased, and sales have 
soared. 

To C. Meynier, owner of the 
store, display is one of the hard- 
ware store’s most potent selling 
tools. Yet, in all too many cases, 
the effectiveness of hardware 
store display is very slow. They do 
not sell, he says, as strongly as 
they should. 

“In competitive times such as 
today’s, it is important to make 
every selling weapon bring in its 
quota of customers,” he said. “In 
devising the seven-point system 
for planning displays that sell, I 
believe that we have taken into 
account the factors that made 
people stop, look and buy. At 
least, I can say that the system 
has proved a potent sales ‘pepper- 
upper’ in our store. 

“First,” says 


Meynier, “you 








potent 


must look over the situation in 
your own store. Its selling set-up 
determines how you will adjust 


some of the eight factors that gov- 
ern display effectiveness. 

“In our case, we first faced these 
two facts: that we had a limited 
amount of space (that goes for 
most hardware stores); and that 
we were a neighborhood store, 
without the heavy traffic flow that 
hardware stores located in the 
main business district of big cities 
enjoy. Keeping those firmly in 
mind helped us to plan the eight 
factors in our display system for 
selling.” 

The eight points which Meynier 
outlined for improving the effec- 
tiveness of displays are as follows: 

(1) Avoid cluttering. “It was 
this factor that I had in mind 
when I took into consideration our 
limited space,” Meynier explained. 
“Actually, most stores face the 
same problem. As a rule, there is 
always more merchandise than 
there is room to display it. 

‘Where so many hardware deal- 
ers fall down and spoil the selling 
effectiveness of their point-of- 
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purchase displays is by trying to 
show too much. All they achieve 
is a clutter of jumbled displays 
and unreadable signs that escape 
the close attention of customers. 

“Something must stand out, or 
the displays cannot sell, That is 
what I mean when I say that point 
one of our plan is: don’t clutter. 
Everything can’t stand out. It isn’t 
necessary to show everything we 
sell, and we consequently do not 
try to do so. We display only the 
things that people need in quan- 
tity — merchandise with a brisk 
demand. It has been our experi- 
ence that the customers will ask 
for the things they do not see, and 
that there will be more of them, 
requesting more things, if we use 
order and system and do not clut- 
ter shelves and windows.” 

(2) Gear to your set-up. “Keep 
the store friendly and informal,” 
Meynier said. “That means, among 
other things, no ‘hands-off’ signs 
and plenty of opportunity for the 
customers to see and handle mer- 
chandise. It means, too, giving 
freely of the window and interior 
space for charity drives, civic 


31 











= 
7Qea 


Window displays are changed regularly to prevent over-familiarity from 
sapping their selling strength 


club exhibits, etc.” 

(3) Change windows regularly. 
“The most important part of this 
rule,” Meynier pointed out, “‘is to 
remember that hardware _ store 
windows should be dressed with 
as much care and skill as depart- 
ment store windows. It doesn’t 
take any special training to dress 
effective windows that stop cus- 
tomers. Manufacturers furnish 
good display material, and we 
gain attention by displaying bright 
and colorful merchandise in or- 
derly displays. 

“It isn’t necessary to put a 
whole hardware store into a win- 
dow. A window should feature 
only a single selling item, and it 
should not have half the cartons 
and merchandise in the store flung 
willy-nilly into it. 

“Turn a few good lights onto a 
simple, uncluttered display, anda 
you have something that will stop 
people. Some hardware dealers 
turn their lights off when the 
store closes. We want ours on, so 
people can see our windows. 

“But the best windows won’t 
continue to hold the interest of 
passers-by for an indefinite peri- 
od. In a _ neighborhood location, 
you do not have an ever-changing 
stream of people. The same neigh- 
bors pass your store all the time. 
So, keeping this in mind, we 
change the windows every thirty 
to forty-five days, and sometimes 
oftener. No display stays in for 
longer than a month and a half.” 

(4) Keep the aisles clean and 
clear. No customer likes to stum- 
ble down an aisle, and “if you 
make it easy for him to see the 
whole store—by keeping the aisles 
wide and clear—you will sell more 
than the merchandise in front.” 
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(5) Keep brass, wood and win- 
dows clean. Meynier reminds his 
porter that “a layer of dust can 
spoil the best display. There 
would be little point,” he said, “in 
making up good windows and then 
allowing dirt and grime to obscure 
the glass so that customers 
couldn’t see them. The same holds 
true for the interior point-of-pur- 
chase displays. They must be kept 
clean, and metal work must be 
shined regularly until it gleams.” 

(6) Departmentize. “The hard- 
ware store is really a kind of 
junior department store. When a 
customer can glance around the 
store and spot the counters where 
the merchandise he desires is dis- 
played, his job is made easier. 
And so is the job of selling him 
additional merchandise.” 


(7) Keep staple merchandise in 
the same location. “This rule ap- 
plies to hardware ‘staples’,” Mey- 
nier explains, “such as_ nails, 
wire, tools, etc. We believe that it 
is important for the customer to 
be able to find what he wants in 
the same location where he found 
it on his last trip to the store. 

“Some counters in the back are 
reserved for seasonal merchan- 
dise. These counters change, but 
the ‘staples’ remain in one spot.” 





Novel Display Promotes 
Bathroom Lighting Units 


ALES of bathroom lighting fix- 
tures, medicine cabinets, and 
accessories have been more than 
tripled in the space of a single 
year by means of a novel eye-ap- 
pealing display unit constructed 
by Erwin Jaffe, Jaffe Hardware 
Company, St. Louis, Missouri. 
Mr. Jaffe, whose store special- 
izes in lighting fixtures, deter- 
mined early in 1948 that a princi- 
pal drawback to the sale of medi- 
cine cabinets and lighting fixtures 
was the fact that few homeowners 
could visualize them in their own 
homes. Therefore, instead of in- 
stalling the fixtures merely 
clamped on the wall, such as is the 
usual hardware-store practice, he 
selected a 15-foot wall space which 
was treated with black steel tile, 
to resemble a modern bathroom 
wall. Spaced across this are six 
medicine cabinets, ranging from 
$5.95 to $39.95, each of which is 
accompanied by set-in soap dish, 
towel rack, etc. Ranging across the 
(Continued on page 44) 





Display area for bathroom fixtures closely resembles actual bathroom 
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Specialized displays such as 

this, plus sirong, suggestive 

selling by floor salesmen, 

help turn this store’s inven- 

tory of fireplace fixtures 
six times annually 


By Robert Latimer 


Spotlighting 





FirmeEPLaAce FIxtTures 


WHE INTENSIVE promotion of 

fireplace fixtures has produced 
a profitable sales volume for the 
past three years at the Madison 
Hardware Company, Jefferson 
City, Missouri. 

Norman J. 
Rucker, partners in the business, 
have made fireplace fixtures a 
specialty with the store, since a 
survey made three years ago 
proved that literally hundreds of 
the homes in the city were using 
firewood for heat. 

“We found that firewood is ex- 
ceptionally low priced in our 
area,” Opel said, “with the result 
that $10 worth of fireplace-length 
cut wood is enough to keep a fire 
going all winter. At the same time, 
we discovered that most Jefferson 
City homes were getting along 
with open fireplaces.” 

This suggested a natural mer- 
chandising opportunity to the 
Missouri dealers, who have been 
successfully merchandising com- 
plete fireplace fixtures in two 
price ranges ever since. 

“We sell andirons, screens, dogs, 
grates, pokers and other equip- 
ment, both for the purchaser's own 
use and as gifts,”’ Opel said. 


Opel and L. S. 


The merchandising program, 
which turns a $1,500 stock ap- 


proximately six times a year, con- 
entirely of specialized dis- 
plays and strong suggestive selling 
by floor salesmen. 


sists 


First, the ledge over display 
canopies on one wall is used to 
show eight complete fireplace 


ensembles, including screens, and- 
irons, grates, and cleaning tools. 
Polished brass models are most 
popular and are carried in two 
price lines, the more expensive 
models for gifts, and lower priced 
variety for the customer who en- 
joys a fire in his living room, but 
who doesn’t want to invest too 
heavily. Located where they can 
be plainly seen by customers en- 
tering the store, the bright brass 
fireplace fixtures are kept care- 
fully polished and gleaming at all 
times. 

Next, Madison Hardware Com- 
pany purchased two artificial man- 
tels, which are set up with glowing 
electric logs, simulating a wood 
fire. In front of these, new designs 
in fireplace fixtures are high- 
lighted, with each item price- 
tagged for easy shopping. A sign 
on each mantel suggests: 
Unusual Gift—A Handsome Fire- 
place Ensemble for Those Long 
Winter Evenings.” 

“The mantel display units make 
it easy for sales personnel to sug- 
gest and sell fixtures,’ Mr. Opel 
added, “since the customer is 
never very far from one. We make 
a point at some time during every 
sale to ask the customer whether 


When propertly dis- 

played and sold, fire- 

place fixtures can be 

an important source of 
profits 
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“The 


he owns a home with a fireplace, 
and then let him know that we are 
fireplace fixture specialists.” 

In addition, Madison Hardware 
always has a window display of 
fixtures grouped around another 
artificial mantel (again with sim- 
ulated fire in the grate) as soon as 
cold weather strikes. The display 
is changed from time to time, but 
remains on the same theme until 
after the Christmas holidays. 

“Passersby will stop and look 
at the cheery scene where ordi- 
nary gift displays get no attention 
at all, probably because everyone 
enjoys sitting in front of a fire- 
place during the winter months,” 
Mr. Opel said. 

In the display are brass con- 
tainers for firewood, brass hearth 
rail, tools, logs, screens, ash 
receivers, and other fireplace ac- 
cessories. 

The siore does around 50 per- 
cent of its annual gift fixture 
business during December, when 
fireplace ensembles are vigorously 
suggested by all salespeople and 
in newspaper advertising. 

“A fixture ensemble makes an 
ideal gift for elderly homeowners, 
newlyweds, or people who have 
finished a new home,” Mr. Opel 
pointed out. “We always suggest 
them to young couples as gifts for 
the older folks, promising to 
package each set up so that the 
contents cannot be detected in ad- 
vance. We usually get a pleased 
response. Gifts for the home are 

(Continued on page 50) 
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\ FTER 23 years of promoting 
appliances as a major line, 


the owners of Lewis Brothers 
Hardware Company, Fayetteville, 
Arkansas, believe that the whole 
electrical line, from major appli- 
ances to smaller, less expensive 
items, is worthy of a consistently 
aggressive merchandising plan. 
Their three-way plan to increased 
appliance volume consists of: re- 
pairs for every item sold; a sound 
trade-in policy, and well-planned 
advertising. 

Service Manager Vernis N. Bo- 
ger has charge of reconditioning 
all trade-ins. During the past few 
years, about 75 percent of all new 
refrigerator sales involved trade- 
ins. Because Lewis Brothers Hard- 
ware Company is interested in ac- 
cepting any refrigerator that can 
run or be made to run, the trade- 
in service closed many a refrig- 
erator deal that some other hard- 
ware dealer could not have han- 
dled. 

Mr. Boger and his assistant re- 
pair all appliances sold. They also 
answer refrigerator service calls 
for people who are not appliance 
customers. This is a valuable mag- 
net for new customers. The owner 
of a refrigerator that has started 
to give trouble goes on the prospect 
list. Soon she will receive a call 
from a salesman, and more calls in 
the future. 

The basement repair and sales 
departments for trade-ins operate 


Above, Service Manager Boger 
repairs a vacuum cleaner, one 
of the many appliances sold on 
which repair service is offered. 
Right, washing machines are 
connected and ready for a quick 
demonstration on the floor 
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Three-Way Plan to 


BUILD APPLIANCE 


Repairs, trade-ins, and advertising 
build a substantial appliance volume 
for this 23-year-old hardware firm 


profitably in themselves. For the 
Lewis firm, service and used ap- 
pliances are substantial additions 
to appliance volume. 

Trade-ins seldom remain on the 
floor long. Displayed in a neat row, 
repainted, with shelves retinned, 
they are desirable merchandise 
that moves fast. 

Daily classified advertisements 
in the newspapers keep the recon- 
ditioned refrigerators and washing 
machines moving. Coming in to 
see the used merchandise, the cus- 
tomer does not reach the basement 
department until she has passed 
through an attractive display of 
small appliances and the large new 
appliance department. Often the 
customer who has planned to buy 
reconditioned equipment will buy 
a new one. 





Display advertising for new ap- 
pliances is planned so that most of 
the space is used in season, al- 
though the program’ extends 
around the calendar. A daily spot 
announcement on the radio is 
scheduled to catch the housewife 
who is just about to start her day’s 
work. Experience has taught Lewis 
that, for this area, 8 a. m. is the 
ideal time to catch the most lis- 
teners. During the day other spot 
announcements are used for vari- 
ous departments in the store, but 
that appliance spot at 8 a. m. in- 
duces the housewife to think of a 
new washer, reirigerator, or 
bright, modern range. 

Because the service and used- 
refrigerator department in the 
basement is an important section, 
it is unified with the rest of the 
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VOLUME 


appliance department by the 
tore’s inter-communication sys- 
tem. The loud speaker, near the 
cash register, saves energy and 
time for everyone in the store. 
The store handles its own ap- 
pliance financing. Payments are 
made at the office in the center of 
the store, where customers can see 
other appliances to be purchased 
when they have made final pay- 
ments on units already bought. 
Starting with the small display 
that most dealers yield cautiously 
to appliances, the owners now 
have provided important displays 
for all appliances sold. Without 
doing any extensive remodeling, 
they have arranged the store lay- 
out to put traffic items out front, 
major appliances that require 
demonstration in a compact, but 





_ 








uncrowded, area in the center, and 
reconditioned trade-ins in the 
basement. 

Salesmen have room for show- 
ing and demonstrating every unit, 
rven the trade-ins in the basement. 
“Allocating enough room to the 
appliance department,” said Hay- 
don Lewis, “encourages many a 
prospect who is only casually in- 
terested to investigate what we 
have to show.” 

Many of the appliances are con- 
nected, ready for an action dem- 
onstration. Store demonstrations 
must back demonstrations in the 
home, Lewis believes, and a well- 
integrated sales plan includes both. 
His sales force consists of two out- 
side salesmen, who work on 
straight commission, and a woman 
demonstrator, who operates both 
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in the store and on the outside. 


The woman demonstrator pro- 
vides an approach in sales and 
service that few hardware stores 


that major in appliances can claim 
to make. She follows up all ma- 
jor appliance sales with a callback 
that insures correct use of the ap- 
pliance, a satisfied customer, and 
often more sales. 

“We feel that women customers 
prefer to deal with a woman at 
some point in the appliance sale,” 
Lewis said. “Only a woman com- 
pletely understands the problems 
of the housewife. Sending our dem- 
onstrator to call on the customer 
provides the final link that creates 
satisfactory customer relations for 
us.” 

Many a straight appliance store, 
in a city of 9,000, does not have 
the appliance volume of this old 
hardware Few specialized 
stores have a repair department as 
sales organization 
as aggressive, as this hardware 
store that went all-out tc make ap- 
pliances pay. 

Though the owners have plenty 
of competition in selling appli- 
ances, with Fayetteville in the cen- 
ter of one of the state’s richest ag- 
ricultural areas, Hayden Lewis 
does not fear competition. “There's 
enough uncultivated volume for all 
of us,” he insists. “We've dug in, 
and intend to keep on working as 
we have learned to work in 23 
years of appliance selling.” 


store. 


complete, or a 


Above, Mr. Boger shows a re- 
conditioned refrigerator to a 
customer, Trade-ins, located in 
the basement, are given a “new 
look” and movs quickly. Left. 
new merchandise is placed out 
front for first inspection 
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VARIETY STORE 


brings in those “extra” eustomers 


VARIETY section (commonly 
A called “dime-store’’), closely 
tied in with the main business of 
the Saunders Hardware & Paint 
Company of Miami, Florida, has 
served as a magic formula for 
building a greater volume of sales, 
according to Dexter Saunders, 
owner of the store. 

Stocked with the usual lines of 
small, inexpensive items, this 
“supplement” to the main business 
serves the important function of 
bringing more potential customers 
into the store. However, several 
of the lines handled in this section 
have come to be important sources 
of revenue. 

Perhaps the greatest sales build- 
ers are the greeting cards and sta- 
tionery lines, which were expand- 
ed when moved into the variety 
section, and which now amount 
to a regular “department.” Cards 
are carried for all anniversary 
occasions and major holidays, and 
year-’round volume on this line 
averages nearly $45 per week. 

Toys, of the smaller type, es- 
pecially wind-ups and small wheel 
objects, such as miniature auto- 
mobiles and trucks, are another 
volume-builder. During the pre- 
Christmas weeks, toy volume runs 
$4,000 to $5,000. 


-_ 
. = 


The dime store contains a variety of merchandise. 
Passageway to the hardware store is at left in rear 
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An attractive stock of gift 
wrappings also pays off in con- 
sistent volume. Gift wrappings 
average approximately $75 week- 
ly, and the Christmas volume on 
this item reaches a greater figure. 

One popular item, the goldfish 
tank, serves a double purpose: (1) 
it helps build “dime-store” traffic; 
and (2) it helps build volume. In- 
stalled at the front of the store, 
just inside the street entrance, the 
tank is visible from ie street, and 
the motion inside it attracts much 
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Volume on line of greeting 


cards averages approximately 
$30 weekly 


attention from passers-by. During 
the winter season, when goldfish 
are sold, the store sells an average 
of 500 fish per month. To this 
volume is added the related items 
—bowls and fish foods. For every 
two goldfish sold, a bowl and a 
package of fish food are included. 
The fish sell for 20c to 40c each, 
depending on size and type. At 
times, the store offers a “special” 
of two smaller goldfish and a small 
bowl for 20 cents. 

The variety section has been an 
important element in the success 
of Saunder’s sales formula which, 
briefly stated, is: (1) create store 
traffic, and (2) capitalize on it to 
the maximum degree. 

This section of the 
closely integrated with the hard- 
ware portion. Most of the people 
who enter this section wander 
through the connecting passage- 
way at the rear into the hardware 
store. The hardware merchandise 
on display serves as a “memo” to 
buy additional items, the result 
being that there has been a defi- 
nite increase in sales of hardware 
since the variety store opened. 

The creation of more store traf- 
fic is carried out by offering small 
services which save time for neigh- 

(Continued on page 44) 


business is 


The dime store, right, adjoins the firm’s hardware 
store. This phase of the business helped lure traffic 
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PROFITABLE GIFTS 


By Stuart Covington 


Ferries selected group of 
appropriate sidelines which 
sell well the year around has paid 
dividends in larger purchases and 
more customers for the attractive- 
ly arranged gift department of 
Brantley Bros. Hardware Com- 
pany, Troy, Alabama, 

Mrs. Frances Stokes Bowers, 
who manages the big department 
for store president Joe K. Brant- 
ley, says that all four of the gift 
section’s major sidelines earn sat- 
isfactory profits themselves, as 
well as creating valuable extra 
traffic, which brings more sales of 
the better quality china, 
crystalware, pictures, small appli- 
ances, vases and general gift lines. 
The gift shop occupies the entire 
right side of the large store. 

Probably most profitable of all 
is the gift shop’s knitting depart- 
ment, the only one in Troy, which 
was installed about a year ago, 
when Mrs. Bowers saw that knit- 
ting in the store's trading zone was 
changing rapidly from an occa- 
sional pastime to a deep-rooted 
fad. 

“Now,” she says, “many women 
visit the knitting department three 
or four times each month to pur- 


glass, 


chase new needles, yarns or an in- 


struction book. Naturally, I al- 
Ways take this opportunity to 
check with them on their gift 


needs and suggest something from 
our large and varied stock for 
their own homes. A good many of 
these women make gift purchases 
of some sort while in the store.” 

The knitting department, occu- 
pying only two or three short 
shelves near the center of the gift 
department's right wall, is kept 
stocked with a complete assort- 
ment of quality knitting items, 
which are always clean and well- 
displayed. Mrs. Bowers maintains 
close contact with the knitting in- 
dustry, and as soon as new yarns, 
needles or patterns are introduced, 
they appear quickly on the shelves 
of the gift department. Mrs. Bow- 
ers points out that a rather heavy 
stock of all popular yarns is main- 
tained, so that there will be no 
danger of a customer running 
short of material in the midst of a 
project. Particular and 
types of yarn often enjoy sudden 
“rages,” and the demand may 
rise abruptly. 

“Most of my knitting customers 
have fairly good incomes and are 


colors 
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members of better-class families,” 


have 
are 


“Therefore, they 
spend and 
in high quality 


said 
money to 
easier to interest 
merchandise.” 
The knitting service is promoted 
through small one o1 
newspaper ads and 
announcements on 


she 
more 


periodically 
two column 
through spot 
the local radio station. 

Since installing a stamping ma- 
chine soon after the gift depart- 
ment was set up in 1946, the gift 
department has enjoyed a profit- 
able volume in personalized mer- 
chandise billfolds, 
leather accessories, notebooks, sta- 
tionery, napkins, book matches 
and various other gift items which 
customers want monogrammed 
The initials are imprinted in gold, 
silver, or any desired color, at no 
extra cost. Cost of labor and ma- 
terials is figured into the mark-up 
of each item, Save for quantity 
purchases like stationery, napkins 
and matches, the initialing usually 
can be done in less than ten min- 


luggage, 
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utes, which is a good selling point 
for rushed shoppers. 

The stamping machine was pur- 
chased for a modest sum and has 
long since brought a 100 percent 
return on the store’s investment 
through stimulated sales. 

While monogramming is natu- 
rally optional, Mrs. Bowers says 
that customers invariably request 
initialing of merchandise on which 
the service is offered. The mono- 
gramming feature has also en- 
abled her to close many profitable 
sales, and has acted as a stimulus 
for many more. Stationery volume 
has benefitted especially from the 
monogramming offer, while sales 
of practically all such items have 
responded in some way to the spe- 
cial service. Gift purchasers, she 
said, are usually impressed by the 
added “personal touch” that ini- 
tialing provides. And widespread 
appeal of this sale plus word-of- 
mouth advertising has made only 
limited promotion necessary. 

A third source of added profits 
has been the complete stock of 
first quality greeting cards which 
the gift shop has handled ever 
since it was opened. In addition to 
the usual seasonal cards and cards 
for weddings, birthdays, anniver- 
saries, and such, Brantley’s also 
stocks a wide variety of convales- 
cent, felicitation, birth announce- 
ment, birth congratulatory, gradu- 
ation, and other cards, which Mrs. 
Bowers says enjoy a brisk de- 
mand. Birthday and convalescent 
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best 


cards are the 
sellers, she said. 

“These cards bring us only a 
small profit,” she pointed out, “‘but 
they create a constant store traf- 
fic, which is responsible for many 
sight sales. Then, too, purchases of 
the cards help put the customer in 
the mood to buy other merchan- 
dise. Sometimes a woman who has 
decided to remember someone's 
birthday or anniversary with only 
a card can be sold on the idea of 
purchasing a small gift for that 
person as well. Often our birthday 
and anniversary card display re- 
minds a shopper of a gift that she 
has failed to buy, and we are able 
to make an additional sale.” 

Mrs. Bowers, by always sug- 
gesting gifts to card customers, 
has found that many of them will 
make additional purchases. Con- 
versely, greeting cards are always 
suggested to gift buyers, and plus 
sales here are almost 100 percent. 

Cards, properly classified, are 
displayed in_ attractive metal 
stands, with soft indirect lighting 
to catch the customer’s eye. The 
stands have _ judiciously been 
placed in the rear of the store, so 
that card buyers must walk the 
full length of the gift department 
and be exposed to a number of en- 
ticing gift displays before reach- 
ing their goal. 

Mrs. Bowers points out that 
while the cards offered are cost- 
lier than those offered at the dime 
stores, the type of customer pat- 


year-round 


Gifts and greeting cards have 
proven a winning combination 
at Brantley Bros. Here Mrs. 
Bowers, right, suggests a “get 
well” card to a gift purchaser 


ronizing the gift shop has no ob- 
jection to paying a higher price 
and prefers the best in greeting 


cards. 
The fourth successful bid for 
greater gift volume has_ been 


Brantley’s luggage. According to 
Mrs. Bowers, overnight bags ar.d 
small suitcases have proved ex- 
cellent sellers as graduation and 
wedding gifts, and as purchases 
during spring and summer for va- 
cationists. All luggage is sold from 
a three-tier pyramid display unit, 
placed just inside the entrance to 
the gift shop. The display is 
topped by an attractive, illuminat- 
ed glass sign. As with other items 
in the store, all luggage is of a 
nationally advertised, better qual- 
ity line; but its higher price has 
proven no deterrent to sales. Mrs. 
Bowers points out that luggage 
volume is normally heaviest dur- 
ing summer months, when gift 
sales have slumped. Leather goods 
thus serve to boost volume during 
this season. Luggage also has a 
wide appeal to men, and its pres- 
ence in the gift shop has attracted 
many male customers. Some have 
become steady customers, who de- 
pend on Brantley’s gift shop for 
anniversary and birthday gifts, 
she said. 

A non-commercial feature of 
the gift shop which has proven es- 
pecially popular with the ladies is 
a lounge, located at the rear of the 
shop, where customers may rest or 
merely pause for a chat with 
friends who happen to be in the 
store. This area is fitted out with 
a divan, several comfortable 
chairs, an electric fan and a writ- 
ing table. An electric clock pro- 
vides the correct time, and cus- 
tomers are offered the use of a 
telephone placed on the writing 
table. 

“Since our store is just off the 
town square,” explains Mrs. Bow- 
ers, “many women like to drop by 
and meet their friends at our 
store, or just sit down in a chair 
and relax. Others rest in the 
lounge, while we bring them vari- 
ous gift items to examine. The 
place has proven very popular 
with the ladies of the town and 
has helped bring us valuable 
business.” 
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customers into his store. Ern- 
est Sears, owner of Ernest Sears 
hardware store, Sarasota, Florida, 
has made a speciality of house- 
wares. 

As a former representative of a 
wholesale hardware company, 
Sears is wise in the ways of hard- 
ware merchandising, and in his 
store has long made it a practice 
that ladies should receive atten- 
tion at least equal to that given 
men. 

“We believe 


I’ ORDER to bring more women 


that a hardware 
store should have a full line of 
housewares and related items for 
the woman customer,” says Sears. 
He has followed through on this 
idea of highlighting housewares, 
with the result that women cus- 
tomers often out-number men in 
this modernistic store. 

“Of course,” says 
treat all customers 


— 
in our 


Sears, 
alike 





store. But all salesmen necessarily 
must soon learn what women pre- 


fer in service and in merchandis- 
ing. Knowing their natural curiosi- 
ty and their browsing habits, we 
have a small housewares display 
counter adjoining the main en- 
trance. Naturally, this proximity 
to the entrance first focuses thei 
attention on their main interest, 
housewares. When a woman cus- 
tomer is seen to show an interest 
in the small housewares display, 
she is told by the alert salesman 
that a display showing a wide: 
range of items can be enjoyed a 
few steps down the store. 


Housewares Display 


The main housewares display is 
in front of the paint department. 
The location was planned by Sears 
because he believes that it is a 
good example of suggestive sell- 
ing. For it is only natural when 
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The main housewares section 
has displays arranged at both 
sides and in center of aisle. 
Merchandise is attractively ar- 
ranged. Store front has wide 
display windows, permitting 
view of entire store interior. 






Here's a store that 
makes the most of the 
women’s trade, luring 
them in with displays 
of fine housewares 









paint is sold that the salesman, in 
order to give the best advice, 
should inquire what room is to be 
painted If it is for the whole 


and especially if it is for 
the mere fact that the 
always 


house 
the kitchen 
display of housewares is 
the paint 
naturally that a 
housewares should 
the newly- 


before eves of the cus- 
tomer 
new supply of 
be in 
painted kitchen 

Although all of his 12 employees 
have been trained in the selling of 
housewares, Sears, through his 
many years of traveling for hard- 
ware wholesalers before he entered 
the retail may be said to 


Suggests 


keeping with 


business, 


be an expert in the purchase and 
sale of housewares. 

“To sell housewar« to the 
housewife,” he says, “one must 
keep in mind that women are es- 


pecially desirous of extra attention 


Often they will come to a store 
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This small display of housewares adjoins the store entrance. Customers 
are quickly advised that a more complete display is available 


where they have enjoyed such at- 
tention to inquire about articles 
which the hardware store, as a 
rule, doesn’t carry. Then we know 
that our efforts to please have been 
successful. But we do try to car- 
ry in this store as wide a selection 
of housewares and household ap- 
pliances as we can, in order to 
make it a one-stop kitchen and 
housewares store.” 

That Ernest Sears has succeed- 
ed in that goal, is evident in the 
appearance of his store. Ernest 
Sears Hardware is outstanding— 
from its attractive storefront and 
its ground-to-ceiling open display 
windows to the interior upon 
which careful thought in arrange- 
ment and display has been lav- 
ished. 

Mr. Sears constantly trains his 
staff in the psychology of sugges- 
tive selling. He has so arranged his 
departments that one who buys in 
one department naturally is led on 
to purchase in the next depart- 
ment. 

“The successful selling of house- 
wares or any other hardware prod- 
uct to women,” says Sears, de- 
pends upon the ability of the sales- 
man never to create sales resist- 
ance on the part of a customer. 
The salesperson must be ready to 
explain whenever an explanation 
is called for, but must always be 
patient, allowing customers suffi- 
cient time to absorb this knowl- 
edge. 

“Impatience on the part of a 
salesman usually means the death 
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of a sale. The salesman must give 
the impression that all his time is 
at the disposal of the customer. We 
strive to give this impression. Our 
salesmen never turn aside after an 
item has been sold, but see to it 
that the package is wrapped, then 
accompany the customer to the 
door. We have found that atten- 
tion to such small details in this 
selling game apparently brings 
more women customers to the 
store.” 


He Found the Key to 
Suburban Store Success 


V0oR 14 years Sam McCown has 
pantera a small suburban 
hardware store in Nashville, Ten- 
nessee, and in each of those 14 
years he usually has shown a vol- 
ume increase of from 35 to 40 per- 
cent over the preceding year. 

McCown has employed no tricks 
no hocus-pocus in winning the 
trade of his large number of cus- 
tcmers. In fact, his operation is 
one of Spartan simplicity, He has 
no bookkeeper, no delivery serv- 
ice, no outside salesmen, and but 
one floor salesman, in addition to 
his partners. He buys for cash, 
sells for cash, and keeps store 
overhead at a minimum 

The truth is, Sam McCown has 
found the key to suburban store 
success. 

Take the matter of bookkeeping, 
for example. One might think 
that with as big a volume of busi- 
ness as is handled by McCown’s 
Home Supply Store, a bookkeeper 
would be profitable in that it 
would allow the staff more time 
for customers 

Sam has reduced the matter of 
bookkeeping to a simple formula. 
Pursuing a cash policy, he merely 
enters the total of each day’s cash 
register receipts on a slip of pa- 
rer. He does that every day for a 
week and then enters the week’s 
total on a ledger. Then each 
month’s total is entered on ledger 


(Continued on page 50) 





The store’s large display windows allow unusually effective displays. 
This recent display of tools brought an excellent customer response 
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Here’s a store where 
top-quality sporting 
goods, adequately dis- 
played and promoted, 
account for more than 
10 percent of total 
volume 


Developing the 
Market for 





QUALITY SPORTING GOODS 


WVOP-QUALITY sporting goods, 
i. sold for a fair, but liberal, 
profit, will ring the hardware 


man’s cash register just as often 
as lower priced merchandise in this 
line, believes D. A, Everett, presi- 
dent of the Everett Hardware 
Company, 123-131 South State 
Street, Jackson, Miss., who has 
found it profitable to handle only 
the most popular brands of sport- 
ing goods equipment. 

At this store, sales of sporting 
goods comprise between 10 and 15 
percent of total volume. 

“But,” adds Mr. Everett. “good 
display and a complete stock are 
necessary also, if you want to be 
successful. You can’t earn much of 
a profit by selling sporting goods 
in piece-meal fashion.” 

Everett carries one of the most 
complete sporting goods stocks of 
any store in the Jackson area. A 
large portion of this stock is dis- 
played in the store, while a reserve 
supply—larger than might be con- 
sidered normal—is maintained in 
the company warehouse. The idea 
here is to have on hand any given 
item which a customer might re- 
quest. 

This hardware man has discov- 
ered that women, as well as men, 
prefer to buy the best in sporting 
goods, often buying sporting goods 
items as gifts and insisting upon 


the best, regardless of price. 

“Also, when a man wants to go 
hunting or fishing, he wants the 
best possible equipment for that 
purpose,”’ states Mr. Everett, “‘and 
he doesn’t care about the price. 
The hardware man should never 
be afraid to offer the real sports- 
man the finest merchandise on the 
market, because in most instances 
he will buy the better equipment 
and will be satisfied.” 

Mr. Everett carries out his ad- 
herence to this policy by marking 
the price on all sporting goods 

This owner seldom overlooks an 
opportunity to forcefully display 
sporting goods. For example, an 
overturned wire basket has been 
placed on the fishing tackle count- 
er with an assortment of lures at- 
tached to the strands of wire, with 
the price of the items proclaimed 
boldly on a placard. In another 
section of the store a group of 
tackle boxes, priced under $10, is 
arranged in a tall stack for floor 
display. 

The company promotes 
sporting goods through both news- 
paper and “spot” radio advertising, 
and isn’t afraid to mention prices 
in either instance. This store never 
features sales or clearances of 
sporting goods. To Mr. Everett, no 
such prerequisite is needed in sell- 
ing this line. 


also 
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“Good quality sporting goods 
will sell themselves, once the cus- 
tomer is in the store,” he says. 


Plans Set for Atlanta 
Sporting Goods Show . 

LANS for the Southeast’s first 
OP tins goods show, to be 
conducted by the Walthour & 
Hood Company and Beck and 
Gregg Hardware Company at the 


Ansley Hotel in Atlanta, Ga., 
January 16-17, have been com- 
pleted, according to officials of 


the two companies. 
The show will feature exhibits 
of nationally advertised sporting 


goods. Sales representatives of 
the manufacturing concerns and 


of the two sponsoring 
companies will be on hand to 
visiting dealers with their 
sporting goods problems. 

An attendance of more than 300 
is expected for the two-day event, 


personnel 


assist 


and sponsors of the show have 
emphasized that dates for the 
show were selected to coincide 
with the time that dealers are 
placing orders for spring and 
summer stocks 
It is expected that the show 
will simplify buying for dealers 
who may place orders on the 
spot, 
4! 














OPEN DISPLAYS 


Create More Sales 


ERCHANDISE must be seen 
before it will sell. 

With this formula in mind, Ed 

Daly, owner of the American 

Hardware store in Houston, Texas, 


completely revamped his store, 
providing new, open. displays 
throughout. The result has been 


an immediate and continuing in- 
crease in sales. 

Customers who come in for a 
specific item will leave with that 
item alone, unless they = are 
prompted by what they see to 
make another purchase, says daly. 

Open display is nothing new, 
but Daly departed from the con- 
ventional table-top _ displays. 
Though crowded for room, he was 
well aware that he must have 
variety, so he had display units 
made up similar to those seen in 
super markets—two and_ three 
deckers, called gondolas. These are 
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wide at the bottom and taper to- 
ward the top, in order to effective- 
ly display the items on the lower 
shelves. 

Since Daly acquired his 
a dime store has opened a unit 
just across the street. “This was a 
big asset to the neighborhood— 
and myself, personally. Beyond 
a doubt, this store helps draw 
traffic to the neighborhood,” he 
said. 

While Daly welcomed the open- 


ing of this ten-store unit, he 
closed out what would be com- 


petitive items. “I just put in high- 
er priced lines and better quality, 
and with a gain in both sales and 
dollar volume.” 


Previously the store had car- 
ried a limited stock of tools for 
the homemaker — inexpensive 


hammers, saws, pliers, and a few 
wrenches. “This was a mistake,” 


store, 


By ©. Thomas 


“for customers were 
better mer- 


who owned 


said Daly, 
dropping in _ for 
chandise. People 
property around the neighbor- 
hood and wanted to do a little 
repair work—carpentry or plumb- 
ing—wanted tools of good quality. 
We put in a good line, and we dis- 
played them so they could readily 
be seen. We not only attracted the 
neighborhood business, but trades- 
men working in the neighborhood 
began dropping in for ‘pick-up’ 
items, rather than make a trip 
downtown for them. They pre- 
ferred to pay us the retail price, 
rather than make that extra trip 
and lose an hour’s time.” 





But these workmen needed 
items other than tools. Conse- 
quently, Daly stocked a large 


assortment of bolts and screws— 
the largest stock outside the 
wholesale hardware firms, who 
cater to the contracting trade. 
This points out that Daly fol- 
lows the trend, rather than stand 
doggedly by with lines he thinks 
ought to sell. Of course, there was 
a constant juggling of stock. Items 


that weren’t moving were dis- 
played up front at a reduced 
price. 


“If I can’t move dead numbers 
out at cost,” he said, “I'll take 
first a five percent reduction be- 
low cost—and, if necessary, a ten 
percent loss. I don’t want to kid 
myself with a false inventory. Be- 
sides, I can use the cash to put 
back in live merchandise and 
show a greater net profit than by 
warehousing unsaleable items.” 

Daly follows this same policy 
with seasonal items. If he has a 
few left-overs, he marks them 
down and closes them out. This 
way, he has funds for continuous 
reinvestment in stock, plus the 
room to display the items and a 
quicker turn-over. 

Daly found that cutlery was a 
quick turn-over item, and he has 
a big display case which the cus- 
tomer must pass when coming in 
and leaving the store. “This stops 
few people entering the store,” he 
pointed out, “but 90 percent of 
the customers stop to look over 
the display before going out. The 
sales are all plus sales, we figure, 
for, as far as we can determine, 
no one makes a special trip to the 
store for a knife or a pair of 
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New ‘Pick-of-the-Pack ‘40 Deal 


| TTT TN 
Select your own stock of “Trim-It-Yourself” | | a || 
mouldings from the expanded CHROMTRIM line— 
choice of 38 sales-tested shapes including—for the | 
first time—stainless steel as well as aluminum! ! 





Win 
1 


Here’s the news from CHROMTRIM... 


38 shapes 


Amorecomplete line of consumer mould- 
ings — now a choice of 38 popular, sales- 
tested shapes. 




















Stainless steel 


A choice of 13 shapes in an improved 
stainless steel trim—easier to cut, easier 
to apply, non-tarnishing. The market 
has wanted it — now you have it. 


















. 4. brand new merchandiser—more 
Nl - yy n q | | | [ | mn compoct, with holes for 14 or more 
: different shapes...clearly labelled 
A choice of the popular CHROMTRIM for quick identification. 
wallboard and wall linoleum mouldings 
added to the ‘““Trim-It- Yourself” line. 








100% dealer profit on every sale! 














See your CHROMTRIM distributor or write your present one...with a minimum of national advertising by having your 

us for new ““Trim-It-Yourself”’ catalog floor space ...minimum of investment “Pick-of-the-Pack’’14/60 Deal ready for 

—and pick out the shapes and sizes that ...Maximum of display...and maxi- consumer demand. R. D. Werner Co., 

will sell best in your store. mum of turn-over and profits! Inc., 295 Fifth Avenue, New York 16, 

t Now you can have a really complete Fill out and mail the coupon now.Take N.Y. In Canada: R. D. Werner Co., 
} metal moulding department or enlarge advantage of R.D.Werner’s widespread Ltd., Port Dalhousie, Ontario. 

Freee eee eee eee eee ee eee eee sss . 

! RR. D. WERNER CO., Inc., Dept.SH ; 

: : 295 Fifth Avenue, New York 16, N.Y. : 

| : Let me take my “Pick-of-the-Pack.”’ Please send catalog : 

’ on new line of 38 ‘’Trim-lt-Yourself’’ mouldings. ' 

’ 

; ‘ 

' NAME__ a — ’ 

: ' 

; ' bd 

¢ ' Oe cevssiemininenemniaientias ' 

f ' ° 

f ‘ 2 

’ ADDRESS___ ’ 

' STTITIITTTITTTTTt TLL , 
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Open displays of tools permits 


shears. But when they see them— 
well, they see just the one they 
have always wanted and buy it.” 

From the beginning, this store 
has been undergoing a constant 
change. Circumstances warranted 
closing out certain lines and add- 
ing new ones. The store fits the 
demands of the neighborhood, 
and as a natural consequence the 
volume increased. Due to open 
display, which is a psychological 
invitation to self service, the 
overhead was reduced 50 percent. 
Where the store formerly em- 
ployed four clerks, it now handles 
a larger volume of business, with 
only Daly and one clerk doing the 
work. 


Allow Inspection 


“Today,” Daly said, “the mer- 
chandise must be displayed so the 
customer can handle it, smell it, 
and taste it, or he won’t buy. 
People have a limited amount of 
money to spend, and every re- 
tailer is after that money. A cus- 
tomer may leave home with the 
intention of buying a pair of 
shears, but, if on the way she 
sees a scarf that strikes her fancy, 
she will forget the shears and 
purchase the scarf. We all want 
immediate gratification, hence the 
appeal of self-service—open dis- 
play. The coming back for an item 
overlooked or forgotten is uncer- 
tain, for in the meantime there 
can be too many distractions. The 
time to make a sale is when the 
customer is in the store.” 
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easy inspection by customers 


Variety Store 
(Continued from page 36) 


borhood residents. One step in this 
direction was the establishment of 
a U. S. postal branch. Previously, 
neighborhood residents had _ to 
make a trip into Miami’s business 
section to handle any postal busi- 
ness. In turn, this postal branch 
has boosted sales of greeting cards 
and stationery. 

Another traffic building device 


is Saunder’s “live” mailing list 
of potential customers. This list 


was built up by a neighborhood 
survey conducted by two per- 
sonable young ladies, who made a 
house-to-house canvass of the en- 
tire neighborhood, introducing the 
store and the services it offered. 
They accumulated considerable 
data about residents and their 
prospective needs, whether or not 
they owned their homes, etc. The 
accumulation of data accomplished 
two prime objectives: (1) it 
served to publicize a new business 
in the neighborhood; (2) it helped 
to determine the store’s policies in 
regard to its inventory. 


Mailing List 


The postal station and the mail- 
ing list gradually built up traffic. 
The mailing list is still used peri- 
odically. The postal station, al- 
though it built up traffic (and still 
does), could not carry its own 
overhead. It had to be staffed. So 
Saunders conceived an idea which 
would make it pay. He installed a 





small display of carefully-selecte: 
greeting cards near the post: 
wickets, so that people doing postz 
business would be sure to se 
them. The card could be bought 
addressed and mailed on the spot 
When it was noticed that man: 
juveniles came in to do postal e1 
rands, he installed a small line o 
school supplies near the greetin; 
cards. The greeting cards anc 
school supplies were items whic} 
would have to be purchased ir 
distant downtown stores, unless 
they were bought at the Saunders 
store. Increasingly, therefore, the 
latter got the business, and soon it 
was observed that school supplies 
were stimulating the sale of other 
items which juveniles could use, 
such as small hardware items— 
nails, screws, hinges and other 
items for hobby projects. 

The idea of a combined hard- 
ware and “variety” store has suc- 
ceeded well enough to enable 
Saunders to erect a whole block 
of store spaces, now occupied by 
non-competing businesses. This 
places a traffic-building, commu- 
nity shopping center right in the 
vicinity of his store. 





Novel Display Promotes 
Bathroom Lighting Units 


(Continued from page 32) 


top of the display, over the cabi- 
nets, are 14 samples of lighting 
fixtures, from $6 to $20, including 
both incandescent and fluorescent 
varieties. 

All of the lighting fixtures on 
the wall are connected and ready 
for immediate operation, while 
small cards point out how effec- 
tively cabinet and light combina- 
tions may be worked out for mod- 
ernization of old-fashioned bath- 
rooms. 


Home Remodelers 


With the display readily visible 
through the front window of the 
store, and several of the lamps 
kept burning at all times, the dis- 
play constantly attracts home re- 
modelers, according to Jaffe, Once 
a week, a special on a lamp, medi- 
cine cabinet and fixtures is run, 
and advertised in a small box dis- 
play ad on the homemaker’s page 
of St. Louis papers. 

The black steel tile, kept well 
polished, offers an effective con- 
trast to the all-white fixtures, ac- 
cording to Jaffe, and the display 
has aided the store in selling wall 
tile, along with necessary tools, 
mastic, paint, etc. 
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No. 5000 Wall Soap Dish — No. 5004 Combination Tumbler and 
Toothbrush Holder — No. 5009 Toilet Tissue Holder — No. 5014 
Twin Towel Bar (gift-boxred) — No. 5015 Twin Corner Towel Bar 
(gift-boxed) — No. 5017-11 Towel Bar (24” and 18") — No. 5037 
Towel Shelf and Drying Rack (gift-bored) — No. 5060 Iisplay 
Panel (with 6 fixtures pre-mounted) 


BOOTH 364, HOUSEWARES SHOW, CHICAGO 
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Designed to Make the Passer Buy 
... again and again in ’50 


styled to make one sale lead to another 
priced for your volume market 

guaranteed to assure customer-satisfaction 
supported by sales-slanted promotion aids 


backed by national advertising y 
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Autoyre Company, Oakville, Connecticut «Matched Accessories in Lustre Chrome for Bathroom and Kitchen 








By John Martin 


T’S TIME to take stock again. Another big Christ- 

mas season and another year are behind us. The 
final returns are in, and considerably more dealers 
are pleasantly surprised than disappointed, thanks 
to a belated December buying rush. 

This time a year ago the industry faced 1949 with 
everybody from the manufacturer to the dealer 
struggling to control and conceal a feeling of un- 
certainty. After 12 months of experience with the 
cautious post-war consumer, and of battling to hold 
down operation costs, most dealers in the South and 
the nation have greeted the new year with far less 
pessimism. 


Barring unforeseen circumstances, the coming 
year looms as another successful era in sporting 
goods merchandising. Early indications are that 


spring business will equal that of last year. It could 
surpass it in both unit and dollar volumes, particu- 
larly in the South where fishing continues to attract 
new followers each day. Fishing in the South has be- 
come a year-round sport, and initial spring sales in- 
creases likely will be supplied by fishermen who 
have decided that the market on standard items has 
steadied. 

Although tackle sales ran strong in December as 
a result of growing interest in salt water fishing and 
the high place of rods, reels and other equipment in 
gift buying, January’s normal decline will extend 
through February. This is the lull before the big 
spring season, and now is the time to plan for April 
and May. More than ever before, dealers must be 
better prepared to serve their customers with ade- 
quate stocks and good sales pointers. 

Intelligent buying is just as important as selling. 
Check your stocks, anticipate your requirements and 
order your merchandise in time for delivery ahead 
of the approaching upturn in buying that should be- 
gin no later than mid-March. 


UYING and selling this year will follow the pat- 

tern that began to shape last year, Increasing 
competition will force even more emphasis on price, 
sales promotion and costs. Closer attention will be 
given to inventories and credit. Unnecessary costs 
will be reduced. 

Dealers no longer must overload to be adequately 
stocked with complete lines of the best known 
brands. Wholesale distributors are prepared to give 
overnight service on small orders. This service elimi- 
nates the burden of risk dealers have had to take 
in recent years on large stocks of items with ques- 
tionable selling merit. 

With buyers certain to remain just as selective, 
and just as price-conscious, the battle for business 
will be centered around service to the customer. 
That is, assuming that most dealers will have the 
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right merchandise at the right price. Improved mer- 
chandising thus will come from extra service, extré 
courtesy, planned advertising, attractive window and 
interior displays and clean goods in a clean store. 


W HE FAIR trade question continues to be kicked 
T around throughout the sporting goods industry, 
and even those who oppose regulatory measures must 
admit that something must be done to combat both 
present and future price-cutting. 

Attention was focused on this by the widespread 
price-war on shot shells this hunting season. In every 
state shells were sold in four price ranges: list, be- 
low list, at cost, and even below. This means that the 
legitimate dealers who adhered strictly to the price 
line have been left with shells to carry over. Most of 
the dealers who moved shells did so for exercise, 
and for very little profit. 

There were various causes, from fear of price de- 
cline, to planned traffic building by chain stores and 
grocery outlets. Shell price-cutting is a troublesome 
problem and it has affected the sales volumes and 
profits of both sporting goods and hardware stores. 
All branches of the trade will hope to avoid any 
recurrence of the evil next year. However, it will 
be difficult to stop under present distribution meth- 
ods. 

If price-cutting ended with shot shells, most deal- 
ers would be satisfied. The danger is that this could 
be the forerunner of a worse situation. It could come 
easily in the highly important fishing rod business. 

Rod manufacturers are competing strongly for the 
glass rod leadership. It’s a wide open field that will 
close suddenly on more than one. 

The general acceptance of glass rods by the buy- 
ing and fishing public already has affected the pro- 
duction of steel and bamboo rods. There is a limit to 
the number of rod units marketable within a year. 

The glass rod competition poses the danger of 
sacrificing quality for low prices, and consequently 
smaller profits. To many customers, glass is just that. 
One glass rod is like any other. At present, price 
ranges on casting rods have fallen to as low as $5.95. 
This is too low for quality, just as $30 was too high 
for volume business. 





OTES of the trade: The Christmas season just be- 

hind us threw additional light on an evil that 
is reaching “racket’’ proportions. Dealers who send 
their customers to jobbers with “notes” requesting 
wholesale prices are encouraging a practice that con- 
stitutes a serious threat to their own business and 
store operation. Wholesale prices and retail service 
to “preferred’’ customers add up to losses for both 
dealers and wholesalers. 
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“These ads will 
help you sell 


PENNSYLVANIA 
Power Mowers” 





Here’s a hard-hitting campaign 
to sell your customers on the New Improved 


PENNSYLVANIA Power Mower. 
WHERE? 


In SatuRDAY EVENING POST, 
BetTER Homes & GARDENS, 
AMERICAN HoME, PATHFINDER, 
SUNSET, FLOWER GROWER 
and AMERICAN CEMETERY. 


WHEN? 

Starting in February, 
they’re going to run during your 
lawn mower selling season 





a 
Ea You can cut grass 


¢ EASIER. FASTER. BETTER 


a> Wi US 176, 
~e Ww, (improved mower” 
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N MOWERS 5 
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WHY? 

To tell prospective buyers 
what the Hardware Trade al- 
ready knows—that there is no 
better lawn mower buy than 
a PENNSYLVANIA. 


rT 
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TESTING MACHINE - 
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"Guaranteed by @ 
Good Housekeeping 








FOR 58 YEARS ..... 














ALDURA 


ALCLAD ALUMINUM 
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100 UNEAL FEET 
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Strand” li 


YOU GET ALL THESE SALES ADVANTAGES 


EXTRA STRENGTH 


Multi-Strand means extra strength where 
it's needed most—along the tacking edge. 
Screening will not pull out easily, run 
or ravel. 


Seems as though we just can’t make enough 
to take care of everybody. We've stepped up 


go around. 


Year after year the demand for the “Multi- 





popular brands of wire screening 


n but still there’s not enough to 


I NI 


ne keeps on growing. More and 
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GUARANTEED QUALITY 


Continuous testing of the finest materials 
and workmanship assures uniformity in 
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EASIER INSTALLATION 


The flat wire Multi-Strand edge makes 





handling easier, offers greater conveni- 
ence, saves installation time. 





strength gauge, weight and body. 
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more dealers want the line that offers quality 
plus a host of other advantages to make 
selling easier. That’s why they insist on 
ALDURA Aluminum,LIBERTY Bronze and 
OPAL Galvanized brands of wire screening. 





With the screening season just around the 
corner, why not place your order today with 
your favorite distributor. Don’t delay and 
take a chance on being disappointed. Get 
your order in now. 


NEW YORK WIRE CLOTH COMPANY 


WHEN YOU SELL THE MULTI-STRAND 


445 PARK AVENUE, NEW YORK 22,N. Y. 


LINE! 





INCREASED PROFITS 


Printed footage marks on the Multi- 
Strand edge give you constant inventory 
—help eliminate profit-eating remnants. 





for Your 














HEALTH COMFORT 


PEAIAMO BETIER SCLCmS 


















WIDE DISTRIBUTION 
The Multi-Strand line is handled only by 
top flight distributors. Warehouse stocks 
ere carried at centrally located points. 














TESTED SELLING AIDS 


Multi-Strand advertising, display cards, 
handy, useful surface measuring tables, 
folders and live wire merchandising all 





help boost sales. 
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GOOD REASONS WHY 
YOU SHOULD FEATURE 
GOLD MEDAL SEINE TWINE 


ly Moe SEINE TWINE 


THE LINEN THREAD CO., INC. 


(Successors to American Net and Twine Company) 


418 GRAND STREET, PATERSON 1, N. J. 


CHICAGO 10, ILL. * NEW YORK 17, N. Y. * BOSTON 10, MASS. 


BALTIMORE 3, MD. + PHILADELPHIA 6, PA. » SAN FRANCISCO 5, CAL. + GLOUCESTER, MASS. 








Dallas Club Elects 
New Officers . . 


NEW administration for the 

\. Dallas Hardware and Imple- 
ment Club, headed for the en- 
suing year by a hardware execu- 
tive, was elected at the regular 
monthly meeting late in November. 

President is H. T. Biar, general 
manager of the hardware depart- 
ment of The Schoellkopf Company, 
who succeeds Ben T. Saxton of the 
Massey-Harris Company. 

The new vice president is R. H. 
S. Henderson, assistant branch 
manager of the Allis-Chalmers 
Company; and the secretary-treas- 
urer, J. D. Donson of the Minneap- 
olis Moline Power Implement 
Company, was re-elected. 

Directors are Allan P. Bates of 
the Higginbotham-Pearlstone 
Hardware Company, Alan C. John- 
ston of the Southern Supply Com- 
pany, and R. J. Kupper, branch 
manager of B. F. Avery and Sons 
Company. 


Fireplace Fixtures 


(Continued from page 33) 


the easiest of all to sell, and we've 
found that the relatively high price 
of fireplace fixtures is no hinder- 
ance.” 

With an inventory considerably 
larger than that carried by the 
average store, the Madison firm 
offers complete ensembles ranging 
from $25 to $125, with most sales 
concentrated in the $50 to $75 
bracket. Included are much-dec- 
orated models which are populat 
in period furnished homes, as well 
as several simple models which 
appeal to young home builders. 
Both styles always are displayed 
side by side for comparison value. 

“It has been difficult to estimate 
which price lines will sell best,” 
Mr. Opel said. “Last year, we 
found that the lower priced lines 


wouldn’t move without a great 
deal of special promotion, while 
the expensive lines turned over 


rapidly. This year the situation is 
reversed—probably influenced by 
the high cost of building homes.” 





He Found the Key to 
Suburban Store Success 
(Continued from page 40) 


sheet, where it can be easily com- 
pared with the monthly ledger 
sheets of previous years. At the 
end of each month he compares 
that month’s total receipts with 
the same month of the year be- 
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MOWER SALES 


Direct to Dealer Sales — No Middleman, Attractive Discounts — 
Bigger profits on every mower you sell. Jacobsen — The name your customers know — 
A company backed by nearly 30 years’ experience in the development of quality power mowers. 


.. New Low Prices. The Most Complete Line in the Industry - 








a size and type mower for every grass-cutting need. 





ewes 





JACOBSEN 


LAWN QUEEN JACOBSEN 


An outstanding value. 2 models — 20-inch cutting width BANTAM 
at $127.50, 22-inch at $137.50 with these features — powerful Unsurpassed in the lower price range. 
Jacobsen 2-cycle engine, automatic recoil starter, fully shielded Handles so smoothly a youngster can run 
: chain drive, reel tip protective shields. Thousands of Lawn it with ease. Three sizes at these low prices 
Queens have proved their worth in tough day-in, day-out — 18-inch cutting width, $99.50; 20-inch, 
commercial service as well as in residential use, $109.50; 22-inch, $119.50. 
i _ 
' JACOBSEN ESTATE 24 JACOBSEN LAWN KING JACOBSEN ALL-STEEL HAND MOWER 
? 
' 24-inch cutting width, $270.00. 26-inch cutting width, Clean-shearing, easy handling. Noted for 
' Rear wheel drive. Cuts close to $270.00. Powerful, rug- precision construction and long life. Two 
obstructions, eliminates much ged, handles tough cut- sizes, 16-inch cutting width, $28.50; 18-inch, 
hand trimming. ting smoothly, easily. $29.50. 
JACOBSEN POWER LAWN EDGER JACOBSEN POWER SCYTHE JACOBSEN PARK 30 
$95.00. Ideal for $235.00. Smooth working. 30-inch cutting width, $395.00. A heavy 
trimming along sidewalks, Vibration practically duty mower throughout. Available with 
pathways, etc. eliminated. two 20-inch Trailmowers and Riding sulky. 
Get the full story on these fast moving, Racine, Wisconsin 
nationally advertised, nationally wanted power Subsidiaries: Worthington Mower Company, Stroudsburg, Pa. 
mowers. Write for full details, Johnston Lawn Mower Corporation, Ottumwa, lowe 


Bacobsin facobsin Dacobsen Hacobsin Facobsen Jacobsen acobsen 
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SPORTSMASTER 


METAL INDUSTRIES, INC. 
INDIANAPOLIS 








Completely New... 


Different, and Better... Popular In Price 


~»- and 


@ Here’s the first new idea in Thermic jug design in 
years ... the strikingly handsome and supremely 
practical new Sportsmaster! It’s lower and wider 
... easier to stow away... harder to tip over. Sturdy, 
steel outer case with beautiful, baked-on Sandstone 
color enamel finish, encloses low K-factor cork in- 
sulation and aluminum inner-stopper for maximum 
efficiency. Two-coat white porcelain-enameled steel 
inner-liner is acid-resisting, easy to clean. Offered 
in three models, it’s deluxe through and through, 
yet priced right. And it’s backed by consumer adver- 
tising in three leading, national publications! Write 
us now for full details! 











Three Other Great Lines Give You the Only Complete 
Coverage of Every Need and Price Demand! 


* NEW, 1950 +400 -Cmerican 


This leading, quality line now offered with SERIES A—Anodized Aluminum Inner-Liner 


‘ all aluminum accessories anodized, plus SERIES G—Gray, Procelain-Enameled Steel Liner 
baked-on enamel finish in lustrous, satin- 
silver. Yes, quality is even higher . . . and 


prices are lower. Offered in 6 models and 2 
series of liners, A and G. 


* NEW, 1950 Champcon 


In the ever popular vitreous, stoneware liner, 
the profitable, fast-selling Champions are 
still tops! The 1950 line has handsome, 
baked-on blue enamel finish, lighter weight, 
and lower prices. Offered in 5 models. 





See your jobber or write factory for references for our New 1950 Catalog 
on these Famous, Money-Making Thermic Jugs 








METAL INDUSTRIES, INC., INDIANAPOLIS 
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fore and marks in the margin the 
percentage of increase or decrease 

Thus, with this simple method 
of bookkeeping he keeps his hand 
on the pulse of his business at all 
times and knows any moment 
whether it is improving or skid- 
ding. 

But getting back to the percent- 
age increases, Sam’s ledger sheets 
tell a fascinating story. While 
some months show a slight de- 
crease in volume compared with 
the same month of the previous 
year, each year’s full total has 
been consistently on the plus side 
every year since 1935. Volume now 
is nearly eight times what it was 
the first year of business. 

While the Home Supply busi- 
ness is on a cash basis, this term, 
of course, is subject to the same 
qualification as all other stores 
pursuing the same policy. About 
95 percent of the sales are for 
cash. The other five percent is on 
a 30-day basis, usually considered 
cash, or on a basis of special con- 
sideration. The 30-day credit is 
extended to nearby colleges, hos- 
pitals, or other institutions that al- 
ways settle once a month. The 
“special consideration” is for any 
well-known customer who might 
ask two to four weeks time until 
a pay check comes in or a pension 
is received, etc. 

“Our cash policy is so well 
known very few customers ask for 
time,” explained Mr. McCown, 
“but in a distress case we would 
not be conforming to good subur- 
ban store policy if we denied a 
loyal customer a little time to help 
him pay for something he needed. 
We can’t lose much this way, be- 
cause if the buyer doesn’t pay up 
as promised he is ashamed to 
come back and ask for further 
credit. 

The same qualification goes for 
an occasional delivery service. Al- 
though the store doesn’t operate a 
regular delivery, it will occasion- 
ally, as a matter of goodwill, send 
out purchases. One of the part- 
ners, in such an emergency, will 
jump in his private car and carry 
them out. For example, a woman 
who doesn't have a car of her own 
may purchase more than she can 
carry home on the bus. In such 
cases the fact that one of the part- 
ners stands ready any time to 
make the delivery in person gen- 
erates more goodwill. 

During the past eight years of 
shortages it hasn’t taken much 
goodwill to sell almost any mer- 
chandise a store could obtain 

But McCown realized that this 
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gold rush couldn't last forever. 
During the war years there was 
no let-up in courtesy at his store, 
and this sustained goodwill for the 


ming buyers’ market. * 

McCown underscores the impor- 

nce of customer satisfaction. A 

must” policy for the suburban 

iardware store is that of guaran- 

teeing each article sold. If a cus- 

tomer expresses dissatisfaction the * cs 
article should be replaced or the 
purchase price refunded. And Mc- 

Cown emphasizes that this must be 

itv v a 

rig a a ae ae ...day-in, day-out dependability 

While many dealers may follow for the dealer and his customers 
the policy of stocking only the 
higher-priced hammers, saws and You can always depend on a GREENLEE 22. 
other tools, the Home Supply Store 


done cheerfully. 

Another way McCown keeps the 
also offers inexpensive lines. 

“I know most of my regular 
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customer smiling is by having 
available articles within a price 
range commensurate with the util- 


For each of these fine Solid-Center Auger 


Bits is given special care by craftsmen 





customers,” explained Mr. Mc- through every step of manufacture. 
Cown, “and I know many of them Each is Induction Heat-treated so it 
do not need a hammer, except to will take and hold uniformly sharp 


drive a few nails around home 
three or four times a year. I know 
such a customer doesn’t want to : : 
spend two or three dollars for a protective coating to 
tool that gives him so little use.” assure its reaching you 
and the user ‘‘factory perfect”. 


cutting edges. And each is 3) 
Plastic-Sealed with a heavy aan 








CONVENTION DATES 





Alabama Retail Hardware As- 
sociation, annual convention 
and trade show, May 17-19, 
1950. Headquarters, Tutwiler 
Hotel, Birmingham, Ala. Secre- 
tary, Mrs. Euna G. Ramsey, 
509 N. 19th St., Birmingham, 
Alabama. 


Arkansas Retail Hardware & 
Implement Association, annual 
convention, Feb. 13-15, 1950. 
Headquarters, Hotel LaFayette, 
Little Rock, Ark. Secretary, A. 
W. Porter, Hotel LaFayette, mae 
Little Rock, Arkansas. 5 


~-nor- ang peneneelr Raa SOLID-CENTER AUGER BITS 
Florida Retail Hardware Asso- 


ciation and Georgia Retail 
Hardware Association, annual 


joint convention, May 22-23. 
Headquarters, Seminole Hotel, GTAE. NLEE 
Jacksonville, Fla. Secretary, W. 
W. Howell, Box 183, Waycross, 


Georgia. 


TOOLS FOR CRAFTSMEN 








— 


STOCKED BY LEADING WHOLESALERS 





: 

: 

| Kentucky Retail Hardware As- 

; sociation, Inc. annual conven- FAST SELLERS IN THE GREENLEE HIGH-QUALITY LINE 

: tion and trade show, Jan. 31- Auger Bits e-Expansive Bits e Socket Butt Chisels e Socket Firmer Chisels e Car Bits e Razor Blade 

| Feb. 2, 1950. Headquarters, Draw Knives e Automatic Push Drills e Spiral Screw Drivers e Bit Extensions e Bell Hangers’ Drills « 
Brown Hotel, Louisville, Ky. Turning Tools e For complete Information on these and other fine GREENLEE Tools, write today to 

: Secretary, Dwayne L. Laws, Greenlee Tool Co., Division of Greenlee Bros. & Co., 182! Herbert Avenue, Rockford, lilinols, U.S.A. 
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501 Republic Building, Louis- 
ville, Kentucky. 


- 


Louisiana Retail Hardware As- 
sociation, annual convention, 
March 20-21, 1950. Headquar- 
ters, Heidelberg Hotel, Baton 
Rouge, La. Secretary, David O. 
Mansfield, 226 S. State St., 
Jackson, Mississippi. 


Mississippi Retail Hardware 
Association, annual convention, 
June 5-6, 1950. Headquarters, 
Buena Vista Hotel, Biloxi, 
Miss. Secretary, David O. 
Mansfield, 226 S. State St., Se 
Jackson, Mississippi. 





: Fi 
Every yeer more end mere Missouri Retail Hardware As- c 
, sociation, al conventio % 
mowers with power mow- J) > 1950. Headquarters, Jefferson ay 
i} 


ers. Take advantage of 

this trend... sell Phila- ii 

delphia, the outstanding / 

power line of all—in 1950. Y/ Li 
/}f 

|i 


Hotel, St. Louis, Mo. Secretary, 
Louis C. Kreh, 1189 Arcade 
Bldg., St. Louis, Missouri. 







Oklahoma Hardware & Imple- 
ment Association, annual con- 
vention and trade show, Feb. 
7-9, 1950. Headquarters, Mu- 
nicipal Auditorium, Oklahoma 


i ee Lee 
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City, Okla. Secretary, R. K. ne 
Thomas, 711 Wright Blidg., ti 
Oklahoma City, Oklahoma. : th 
Panhandle Hardware & Imple- : 

ment Association, to be an- H ca 
nounced. j ta 
Southern Wholesale Hardware t st 
Association and American e dt 
Hardware Manufacturers Asso- ar 
ciation, annual joint convention, n 
Cincinnati, Ohio, April 3-6, CC 


1950. Headquarters, Netherland 
Plaza Hotel. T. W. McAllister, 
814 Metcalf Bldg., Oriando, Fia., 


THE FALCON JR.—A Deluxe 19° 
see tinned managing director, SWHA. A. 


that’s perfect for small home owners. Features 


1 h.p. Briggs & Stratton Engine—clutch and L. Faubel, 342 Madison Ave., w 
throttle controls—weight 90 Ibs.—handle stands New York 17, New York, secre- In 
upright for storage. tary, AHMA. di 
THE FALCON—The same dependable Falcon Tennessee Retail Hardware As- ye 
—_ ao look—new selling features. Cutting sociation annual convention, tl 
ee a a ice Feb. 20-21, 1950. Headquarters, 
ratton Engine. Automotive, double friction . “ 
type clutch—all chain drive—cutting height Noel Hotel, Nashville, Tenn. 
Ya" to 2¥2". Weight 129 Ibs. Secretary, Morris Jones, Box si 
784, Nashville 2, Tennessee. h: 
THE SUPER FALCON—For big jobs here's 
power plus with a 112 h.p. Briggs & Stratton Texas Hardware & Implement m be 
engine—21" cutting width—all chain drive— Association, annual convention re 
The Philadelphia Dealer automotive, double friction type clutch—cutting and trade show, Jan. 23-25, al 
Data Kit, containing eo adjustable from 2° to 212". Weight 1950. Headquarters, The Sham- bi 
prices, complete mower ” rock, Houston, Texas. Secre- Ww 


tary, Ray M. Souder, 814 Texas er 
Bank Bldg., Dallas Texas. 


details and pictures of 
free sales helps, is yours 
without obligation. 
Write for your free 
copy today! 


~~ BETTER PRODUCTS 
™ ; 6 Virginia Retail Hardware As- iS 
The SS BETTER Discounts sociation, annual convention ti 
ta, ¢. : and trade show, March 21-23, 
Philr elohia 8; ep 
"Oar 
NS 


noke, Roanoke, Va. Secretary, 

G. T. Omohundro, Jr., Scotts- 

ville, Virginia. 
| 


1950. Headquarters, Hotel Roa- R 
Ss 


West Virginia Hardware Asso- 

ciation, annual convention and C 

PHILADELPHIA LAWN MOWER DIVISION trade show, March 13-15, 1950. , 
Coldwell-Philadelphia Lawn Mower Co., Inc. Headquarters, Greenbriar Ho- r 


GENERAL SALES OFFICES: S. Washington St., Greenfield, Ohio tel, White Sulphur Springs, +] 
Factory . . . Newburgh, N. Y. West Va. Secretary, James C. 


; _ Fielding, 1628 McClung St., ) tl 
j Charleston, West Virginia. : S 
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Sound Business Predicted 
For 1950°’s First Half... 


URPASSING the hopes of even 
S the most optimistic observers, 
steel production, in early Jecem- 
ber, had zoomed back to avout 91 
percent of capacity. 

With the prospects of an ample 
steel supply in the near future, 
some economists were free to 
predict that the nation’s business 
should at least return to the 
September level and a continua- 
tion of the upswing that followed 
the mid-summer slump. 

Christmas buying, at least, 
came up to expectations, and re- 
tailers found that buyers were 
still in the market for all pro- 
ducts, from cosmetics to appli- 
ances, though shoppers were 
noted to be cautious and price 
conscious. 

With unemployment back to a 
more “normal” figure and with 
the need for full production to 
wipe out those shortages result- 
ing from the steel strike, the pre- 
dictions are for sound business 
conditions at least through the 
first half of 1950. 

Few observers are willing to 
“go out on a limb” as to what the 
situation will be in 1950's last 
half. The probability is that there 
will be some further downward 
re-adjustments. For example, the 
automotive boom is expected to 
be about over in mid-year. This 
will have a settling effect on the 
economy. But there will be 
enough replacement buying in all 
lines of products to keep produc- 
tion and employment up. 





Retail Sales Show 
Slight Decline ... 


] NDEPENDENT retailers’ sales 
were six percent lower in 
October, 1949, than in the same 


month of 1948, according to a 
recent report from the Bureau of 
the Census. October sales were 
three percent ahead of the 
September level this year. 


Only motor-vehicle dealers re- 


ported sales in October higher 
than in October, 1948, reflecting 


an increase of 15 percent. 

In comparison with the national 
average for retail sales, hardware 
sales showed a drop in October 
of 14 percent under sales for 
October, 1948. 


In the South, hardware retail- 
ers did somewhat better, the 
average decline in sales from 


October, 1948, being about 10 per- 
cent. 





Month-to-Month Sales 
Show Imerease ..... 


WELVE of the 24 cities and 
areas in the Southeast re- 


ported increases in retail sales in 


independent establishments dur- 
ing the first nine months of this 
year, compared with the cor- 


responding period last year. 

A recent report from the De- 
partment of Commerce showed 
percentage gains by the following 





Coahoma and Quitman counties, 


Miss., 11; Gulfport, 4; Johnson 
City, Tenn., 2; Chilton and Perry 
counties, Ala., 7; and Mantee and 
Sarasota counties, Florida, 13. 

In comparing sales in Septem- 
ber of this year with the same 
month in 1948, the peak year in 
business activities, increases were 
found in 11 of the cities and 
areas; and 12 of the cities and 
areas reported increases in sales 
in September over August of this 
year. 





Parity Ratio Hits 
Post-war Low ... 


HE Parity Ratio (ratio of 
prices received by farmers to 


prices paid, interest and taxes) 
dropped to 100 on November 15 
for the first time since November, 
1941, the Bureau of Agricultural 
Economics announced recently. 
This is one point below a month 
ago and nine points below No- 





























cities: Augusta, Ga., 12; Colum- vember 15 last year. 
bus, Ga., 3; Asheville and Bristol. The parity index was un- 
Tenn., Buncombe and Madison changed from a month previous, 
counties, North Carolina, and and at 240 was three percent 
Harrison and Stone counties, lower than the corresponding 
Miss., 1; Clarksdale. Miss., and period a year ago. 
% change 10 mos. % change 
in sales 1949 in inventories Stock-Sales 
Geographic Oct. 1949 from Oct. 1949 Ratio 
Division from 
Oct. Oct. 10 mos. {Oct. Oct.}| Oct. Oct. Sept. 
48 "49 1948 "48 "49; °49 "48 "49 
U. S. Total 
Sales —10 — onl —9 1/146 144 | 140 
South 
Atlantic —19 —-4 —12 —3 —5 227 192 229 
East South 
Central —22 +3 —16 C ¢ c c c 
West South 
Central —13 —4 —13 —5 Oo 215 210 207 
c. Insufficient data to show separately 
Wholesale Hardware Sales and Inventories 
(From U. S. Dept. of Commerce Monthly Report) 
55 
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Chas. J. Heale, Hardware 
Age President, Passes . . 


Charles J. Heale, 


49, president, 
general manager and publisher of 
Hardware Age, passed away Decem- 
ber 1, following a cerebral hem- 
morage suffered while en route to 
his office on November 28. Mr. Heale 
was also vice president of the Chil- 
ton Co., Inc., Philadelphia, Penn., 
publishers of Hardware Age. 





C. J. Heale 


Born May 20, 1900, in Brooklyn, 
N. Y., he joined Hardware Age as 
an office boy in 1916. He advanced 


through that publication’s adver- 
tising department to a position on 
its editorial staff. In 1919, he be- 


came associate editor of Hardware 
Age and in 1923 became its Cleve- 
land editor. In 1923, Mr. Heale was 
appointed editor-in-chief and then 
two years later was elected a vice 
president of Hardware Age. Since 
1946, he has been its president and 
general manager. 

Mr. Heale was a 
Chilton Co., Inc., and of the Un- 
excelled Chemical Co., New York 
City; a member of The Hardware 
Boosters, The Nutmeggers of Con- 
necticut, the Keystoners of Pennsyl- 
vania, and The Engineers Club, New 
York City. His fraternal affiliations 
included the Sandalphon Lodge, No. 
836 F.&A.M.; Americus Chapter, 215 
R.A.M.; York Commandry 55 X.T., 
and Kismet Temple, N.B.M.S. 

Mr. Heale is survived by his 
widow, Martha Windeler Heale; his 
parents, Charles and Eugenie Heale; 
and a brother, Kenneth A. Heale. 
He made his home in Massapequa, 
Long Island, New York. 


director of the 
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J. F. Schoellkopf, Dallas 
Executive, Passes .. . 


Funeral services were conducted in 
Dallas, Texas, on Decemer 7 for J. 
Fred Schoellkopf, 69, son of the 
founder of a business that grew into 
one of the largest hardware and au- 
tomotive distributing concerns in the 
Southwest, The Schoellkopf Company. 

Schoellkopf, who died in a Dallas 
hospital after a brief illness, was the 
son of a Dallas industrial pioneer, 
G. H. Schoellkopf, who migrated to 
Texas from Germany and in 1869 
founded a saddlery and leather busi- 
ness. Saddlery and leather is still an 
important factor in the volume of the 
concern. 

J. Fred Schoellkopf was born in 
Dallas and got his early education in 


its private and public schools. In 
addition to being president of The 


Schoellkopf Company, he was a di- 
rector of the First National Bank and 
of the Airmaid Hosiery Company. 

Of two surviving sons, J. Fred 
Schoellikopf, Jr., is highly active in 
affairs of the company and another 
son, Wilson, holds an interest. A 
brother, Hugo W.., is also actively con- 
nected with The Schoellkopf Com- 
pany. 





American Pad Elects 
Mare Vice President 


At a recent board meeting, Henri 
M. Marc, general manager of The 
American Pad & Textile Co., Green- 
field, Ohio, was elected vice presi- 
dent of the concern. 






een S. aoe 
ws 


Born in France, Mr. Mare was 
graduated from Carnegie Institute 
of Technology in chemical engineer- 


ing in 1922. Thereafter, he was 
associated for a number of years 
with the Mellon Institute of Indus- 


trial Research, Pittsburgh, and later 
spent 15 years as assistant directo: 
of research for the Philip Carey 
Mfg. Co., Cincinnati. 





H. M. Marc 


He came to The American Pad & 
Textile Co. from the C. J. Tagliabue 
Mfg. Co. of Brooklyn, where he was 


assistant general manager and re- 
search director. Mr. Marc has been 
Tapatco general manager for some 


months, during which time, in addi- 
tion to his administrative duties, he 
has conducted the company’s new- 


product research. 


iia Taal 








The Black & Decker Manufacturing Co. of Towson, Maryland, has 
moved its sales and service branch to this new building at 316 Tech- 
wood Drive, N. W., Atlanta 3, Georgia. A. Lee Proctor is branch manager 
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SOUTH 


NE BEND 
SOLID GLASS 


CASTING ROD 


with 


" Live Action 
Fast Power 


ever 


Here's everything you've 

wanted in a rod... plenty of live 
action to give you distance with 
light lures... plenty of backbone 
for fast power to set hooks sol- 
idly...accurate, effortless casting. 
It's the “sweetest handling” rod 


you ve ever tried. 


Presto-Lock HANDLE 


Tightening knurled collar locks 


Won't 
Rot- Rust 
or Take 

a Set 


reel and tip in hand-fitting semi- 
Also, 
aligns stainless steel guides and 
Absolutely 


foolproof. Tip can't freeze. Black 


oftset handle. pertectly 


tip-top with reel. 


anodized metal parts, cork grip, 


black plastic forward grip. 


484,000 
TOUGH GLASS FIBERS — 


bonded together to form a solid 
glass tip that is practically in- 
destructible and retains its full 


live action, fast power and 
strength for years and years. It 
4 will take plenty of hard use and 


abuse. No. 2800 Solid Glass Rod 


3 lengths, a// ¢ * $4575 
FREE / NEW BOOK ON FISHING 


Nearly 100 pages of help- 


price, 5, 5- 1/2 or of 


ful fishing tips, casting 
instructions, fish pictures 
in color, tackle, etc. Write 
for your cop) now. Free. 


\ SOUTH BEND BAIT CO. 
} 900 High St.,South Bend 23, Ind. 


SOUTH BEND 
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Tips on Tackle 


By Hank Bruns 


A BOUT three years ago I saw 


some experimental — glass 


rods. In used in a 


movie I 


fact, 
made. It 
and I 


one Was 


was a pretty 
good rod, wondered why 
the manufacturer didn’t bring it 
out for But the 


other day I had the opportunity 


sale “right now.” 


rod, 
and 


then I realized what a reputable 


of fishing with the finished 


which is now on the market, 


manufacturer can and will do to 
make a rod perfect. This 
South Bend solid glass rod is that 
a perfect rod. Why do 


new 


rare thing— 
I think it is perfect? Because it 
agrees with the 
gospel I’ve been preaching these 


has an action that 


its action is in the top 
18 to 20 inches of tip. From that 


point down the flexibility of a 


21 years: 


casting rod should be very low 
That’s because the action of cast- 
ing is exactly like flipping a green 
and it is the 
that does it. 


backbone in 


apple off a stick. 
snappy tip action 
There must be good 


a rod to cast a plug accurately 
Most plugs run from 1% to 
and it takes a 


action 


58 OZ., 
medium 
This 


rod 


light to 
handle them 
Bend 


action. 


rod to 
South 
that 


mend it to your 


solid glass 


You 


customers with a 


new 


has can recom- 
know 
You 


may have to explain this matter of 


clear conscience, and you 


they will come back to you 


good action to them, but that’s 


part of the job, anyway. Give good 


advice without argument, and 


This 


beauty, 


you'll gain customers. 
South Bend 


but that isn’t nearly 


new 


rod is a too, 
as important 
as the fact that it is a quality rod 
with perfect action. I think you're 


going to like South Bend’s new 


glass rod. 


(Advertisement ) 


1950 















FINEST 


OF FLY RODS 


SMOOTH, LONG-CASTING 
ACTION 





| 





ile 4) 


Lay out a line with a South Bend 
Split Bamboo Fly Rod and yowH 
feel the difference that quality 
makes. You'll sense the action 
along the entire rod as you shoot 
out long, accurate casts practically 


without effort 








Choice Materials plus 
Skilled Workmanship 


That's what makes South Bend 
rods so much better. Choice split 
Tonkin cane properly seasoned, 
then matched for action with the 
“know how” accumulated in over 
a generation of making fine rods. 


Dry Fly Action Rods 








Rod Length Pcs Av. Wt Price 
323. 8Y%ft. 3 4%, 0z. $25. 
9 3 5% 25. 
346 «8% 3 4% 20. 
3 3 5% 20. 
359 8% 3. 4% 15. 
$ 3 5% 15. 
290 17% 2 4% 15. 
291 1% *4 4% 15. 
Bass — Steelhead Action Rods 
539 ft. 3. 6% $35. 
51 9 2 6% 25. : 
24 8% 3 5% 25. 
9 3. 6% 25. ee 
47 8% 3. 5% 20. 
9 3 6% 20. 
59 8% 3 5% 15. 
9 3 6s 15. 
57 8% 3 6 10. 
9 3 6% 10 
55 8% 3 6 7.50 
3 “3 6% 7.50 


* Extra tip on all except 291 and 55 


FREE! new Book ON FISHING 


Nearly 100 pages of helpful 
fishing tips, casting instruc. 
tions, fish pictures im color, 
tackle, etc. Write mow, Pree! 


SOUTH BEND BAIT CO. 
900 High St., South Bend 23, ind. 


SOUTH BEND 
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FAST SALES 


Easy-to-see quality—easy-to-point- 
out features plus top performance 
make these handsome canary 
yellow lawn machines practically 
self-selling. Watch the profits pile 
up when you adopt this complete 
mower line. 





*Suggested Retail Price—bigher Denver west. 


CHECK THESE CLEMSON FEATURES 


* Box-Frame Construction 

* Instant Height Adjustment 
* Fingertip Shear Adjustment 
* No-Bobbing Action 

* Differential-Action Roller 


CLEMSON SALES BOOSTERS 


Clemson national 
advertising, start- 
ing in March, will 
tell millions of 
readers of the Sat- 
urday Evening 
Post, American 
Home and Better Homes and 
Gardens the advantages of own- 
ing a Clemson Lawn Machine. 





Packed with every 
Clemson mower is an 
attention - compelling 
display card to slip on 
the handle bars of the 
machines you want to 





Clemson Lawn Machines 
are sold exclusively to 
retail outlets through 
recognized dis- 

tributors. 





Manufacturers of Hand 
and Power Hack Saw Blades, 
Frames, and Metal Cutting Band Saw Blades. 


display. Front of cards indicate 
model, price and features, while 
reverse gives instructions for ad- 
justing and care to the new own- 
er. These dual purpose cards help 
the Clemsons sell themselves. 


_ In addition, Clemson 
7 offers you punch- 
tg packed newspaper mats 
for your own local 
newspaper ads... plus 
colorful envelope stuf- 
fers that tell “What to Look For in 
a Lawn Mower”. All yours FREE 
for the asking. Send the coupon 
below today for your supply. 


SEND FOR THESE CLEMSON SALES HELPS... 
TODAY! 
CLEMSON BROS., INC 
Dept. SH-1, Middletown, N. Y. 
...Set of Newspaper Advertising Mats 
sail Envelope stuffers (state quantity) 


O\ ae 
pue 





Company Nome 


Address . 
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S. A. Bennett Named Presi 
dent of Neseo ..... 


Stevens A. Bennett was electe 
president of National Enameling an 
Stamping Company, Milwaukee, Wis 
consin, at a recent meeting of th 
board of directors. A director of 
Nesco since April of 1949, Mr. Ben 
nett succeeds Willard H. Sahloff, 
whose resignation as president and 
director was accepted by the board. 

Mr. Bennett also is chairman of the 
board of directors of Bennett Indus- 
tries, Inc., of Peotone, Illinois. 

William H. Saunders, Jr., of New 
Orleans, was elected to the board of 
directors of Nesco to fill the vacancy 
caused by Mr. Sahloff’s resignation 
as a director. Since 1929, Mr. Saun- 
ders has been president and chair- 
man of the board of International 
Lubricant Corporation. 





Surprise Birthday Party 
for W.I.Meedy ... . 

Employees of Orgill Brothers & Co., 
Memphis, Tenn., managed to surprise 
W. I. Moody, chairman of the board, 
on the occasion of his 85th birthday 
November 30. 

John Morris, vice president of the 
company, insisted that Mr. Moody 
accompany him on a visit to the ware- 
house. When they returned, there 
was a big birthday cake in Mr. Moo- 
dy’s office, decorated with many can- 
dles; also a huge scroll picturing Mr. 
Moody kicking Father Time and 
signed by 175 Orgill employees and 
officials. 

A veteran of 63 years with the 
Memphis wholesale hardware house, 
Mr. Moody is described in a Memphis 


newspaper as follows: “Still as spry 
mentally and physically as most men 
20 years his junior, Mr. Moody goes 


to the office daily and stays all day.” 


Lowe Bros. Appoints Two 
District Sales Managers . 


The Lowe’ Brothers Company, 
paint and varnish manufacturers, 
Dayton, Ohio, announces the appoint- 
ment of two men to fill district sales 
manager posts in the southern dis- 
trict, Atlanta, Georgia, and _ the 
Southwest district, Kansas City, Mis- 
souri. 

W. D. Moore, who has been man- 
ager of Lowe Brothers specialty sales 
department for the past two years, 
has been promoted to district sales 
manager in the Southwest district. 
He joined the firm in 1941 as a ter- 
ritorial salesman for western Iowa, 
southern Minnesota and sections of 
Nebraska and South Dakota. In 1946 
he was made division manager and 
in this position supervised direct dis- 
tributor sales of Lowe Brothers prod- 
ucts in Sioux City, Denver and Salt 
"ake areas. 

T. H. Hollimon, who has been serv- 
ing in the capacity of division man- 
Pacific division, has been 
district manager 


ager of the 


promoted to sales 
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for he southern district. He started 
wit! Lowe Brothers in 1939 as a 


bra: ch salesman and later a terri- 
tol salesman in Tennessee. After 
ser\ing four years in the armed 
forces he returned in 1945 as a 
bi h manager in Nashville, Ten- 
nessee. He served in this capacity 
ul he was made a territorial rep- 
re tative in southern Florida. In 


1947 he was appointed division man- 


ager of the Pacific area and per- 
formed those duties until his present 
pl ,oOt1lON. 

Both men will supervise all sales 
activities of Lowe Brothers trade 
sal products in their respective 





NEW 


PRODUCTS 


AND SALES PROMOTION MATERIALS 





Home Humidifier Restores 
Moisture to Parched Air. . 


To maintain proper humidity bal- 
ance in heated rooms, the Puritan 
Sales Company of Atlanta, Georgia, 
manufacturer of Drier-Outer that ex- 
tracts moisture from air during peri- 
ods of high humidity, has _ intro- 
duced the Mois’n Air, to induce 
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The Experts are Recommending 





Get in touch 


made in the 


The immediate success of this little “powerhouse 
was not a surprise. 
the SUPER MIDGET is absolutely guaranteed to 
catch fish. 
terrific fish-teasing action, you'll know why. Its 
“look alive” shiner finish simulates the best natural 
food for game fish. The SUPER MIDGET, made of 
plastic—never swells or waterlogs, and is correctly 
weighted for true, easy casting. Recommended for 
use on casting or spinning rod for Bass, Crappie 
(Speckled Perch), Blue Gills. A real winner for you 


CORK BALLS ..... 


Keep your cash register ringing up extra fast sales 
with these long lasting all-purpose cork and tenite 
plastic floats—made with the same precision crafts 
manship 
tackle of fishermen 


with your fishing tackle jobber today for full infor- 


mation about the complete line of famous Borracuda Brand tackle 
"Heart of America's Best Proving Grounds."* 


Y 


Y, 
ACTUAL 


SIZE 















Even in the hands of novices, 


When you watch its super-wiggling 


Retails for $4,°° 


_. PLASTIC FLOATS 


that has made Barracuda’’ the favorite 
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moisture into the air under condi- 


tions of low humidity 


In collaboration with several mem- 


bers of the engineering faculty of a 
well known institute of technology, 
Puritan’s research department de- 
signed and perfected a simple, yet 


unusually effective, home humidifier. 
As shown, Mois’n-Air consists of 


three simple parts: a ceramic oblong 
bowl and two porous evaporators 
When decorated with ivy, etc., it 


makes a strikingly decorative setting 
Mois’n-Air is non-mechanical, has no 
moving parts, requires no electricity. 
All it tap water in the 
bow! 


requires is 
































Although only 8%” long and 8” 
high, only one humidifier is fre- 


quently adequate to restore nature’s 


balance in a small home, it was an- 
nounced. The chimney action of the 
upright evaporators insures maxi- 


mum circulation of air, and its base 
contains sufficient water to raise the 
humidity from 20 to 40 percent, a 
recognized healthy level, in an area 
approximately 9,800 cubic feet. 

Said to reduce and respira- 
tory ailments caused by dry throat 
and nose, the humidifier is priced to 
retail at $4.98. It is said to last in- 
definitely and to restore moisture 
into rooms only when the air is too 
dry. The ceramic bow] comes in four 
green, ivory 


colds 


decorator colors: rose, 


and light blue 


Sports Jacket and Parka 
By American Pad. . 


The American Pad & Textile Com- 
pany, Greenfield, Ohio, manufacturer 


of Tapatco outdoor clothing and 
equipment, has introduced a new 
corduroy sports jacket for wear by 
both men and women and a com- 


pletely reversible parka 
The jacket is made of heavy ribbed 


corduroy, comfortably styled, with 
two patch pockets and one breast 
pocket. Both collar and cuffs are 
fully interlined. Four colors are 
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available: tobacco brown, gray, green 
and bright red. Each jacket comes in- 
dividually boxed. Sizes are small, 
medium, medium large, large and 
extra large. 

The parka, designated as Style No. 
305, consists of a water-repellent 
army duck shell and a lining of 100 
percent wool in brilliant scarlet 
color. Outer color is either green or 
blue. Designed for heavy winter 
wear, it includes a removable hood, 
which can be thrown back and rolled 
over the shoulder. 


Compound Angle Vise 
Announced by En Fab 


A compound angle vise for grind- 
ing, milling and drilling at all 
angles has been announced by En 
Fab, Inc., 338 Parsons St., Kalama- 
zoo, Michigan. 

Any surface, it is claimed, may 
be finished to size by grinding when 
held in the unit. Tool bits, form and 
dada cutters may be formed and 
sharpened by placing the work in 

















dull 


ANYONE CAN APPLY WALLRITE... Tack it or paste 
it over any wall surface... Requires no canvas... 
Made of heavy quality sheathing paper its helps 
protect against wind, dust, drafts... One roll covers 
average 14 x 14 ft. room... There's a beautiful design 


for every room in the house. 
Manufactured Exclusively by 


FLEMING & SONS, INC. 


Dallas, Texas 
(NEWSPAPER MATS identical to this are available to dealers) 


DECORATED 
BUILDING 


ek 














SOUTHERN 





the angle vise and fixing the grind 
ing surface in desired position fo 
grinding. 

The compound movement of the 
compound angle vise makes it pos- 
sible to mill all shapes. This is ac 
complished by securely clamping the 
base to the mill, and using the com 
pound swivels to obtain the shap« 
desired, 

Holes may be drilled in unusual 
locations with accuracy, it is stated, 
by setting the compound angle vise 
at the angle which will allow drill 
to hit the surface at right angles. The 
new product should find adaptability 
in drilling bothersome oil and 
breather holes. To convert the swivel 
vise to a straight drill vise, it is 
necessary only to remove four Allen 
cap screws. 

The vise will hold material up to 
144 x 2% inches. The slotted base 
size is 4 x 6 inches. Overall height, 
6 inches. The unit swings 180 degrees 
in either direction and is easily ad- 
justed by socket head screws. 





Pistol-Grip. Slip-Joint 
Combination Pliers . 


A new development in slip join: 
pliers with offset pistol-grip handle, 
to fit the natural hand grip and en- 
able the user to reach hard-to-get-at 
jobs is being introduced by Utica 
Drop Forge & Tool Corp., Utica, N. Y. 


The pistol-grip gives efficiency 
with less effort, and reduces wrist 
fatigue, prevents slipping and 


skinned knuckles. it is claimed 











The No. 550-8” is drop forged of 
alloy steel and is another product in 


the complete quality line of Utica 
tools. It is being nationally adver- 
tised in consumer publications and 


is offered to dealers in a package of 
three tools and a counter merchan- 
dising display. Retail price is $2.20. 
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THIS 
DESIRABLE 
CATALOG 


the largest and most 


comprehensive in Sutcliffe's 
history is sent only to recog- 
nized dealers of fishing, hunt- 


ing and athletic equipment. 





Vas a 


: rut FERV ICE 
ALERS 


pay be 


-for recognized 
dealers only e@ 


SUTCLIFFE’S 


\ 1950 CATALOG 


The retail sporting goods dealer's source book— 
featuring Fishing, Hunting and Athletic Equip- 
ment of recognized quality—preferred merchan- 
dise—the fine products of nationally-known, 
nationally advertised manufacturers — profitable 
goods you know and trust and like to sell— 
merchandise your customers seek and want 


176 PAGES 


of accurately described brand-name sports 
™) goods. If you have not received your copy 
™ of this catalog advise us immediately. 
a 


The SUTCLIFFE CO., Inc. 
LOUISVILLE 1, KY. 
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Bucket 


e€ POWER & HAND 





MODEL 550 DELUXE 


Lightened by aluminum alloy— 
yet shock-proof, sturdy and dur- 
able. Smooth running, prompt 
acting, easy to propel. An ex- 
clusive Buckeye feature, the 
double pawl clutch, gives quick 
pick-up to the reel, 


Tubular steel handle, 
stands vertical for easy 
storage. Rubber grips. 
10” wheels. Tires 
semi-pneumatic, 5- 
blade ball bearing 
reel, 16” cut. 
Rubber roller. 
Weight 29 Ibs. 
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LAWN MOWERS 


Model 76A Power King is a thoroughly dependable 
product resulting from nearly 70 years of specialized 
lawn mower manufacturing experience. You can offer 
this quality power job to your customers with ab- 
solute confidence. 
LAWN 
MOWERS 


Completely modern design, precision built, 
Many desirable features:—Aluminum alloy 
castings. Tubular steel handles. Attractive 
baked enamel finish. 5-blade ball bearing 
reel with take-up for wear. 20” cut, ad- 
justable for height. Positive clutch, Highly 
reliable power unit, Rugged tires, 


LIGHT 
STRONG 
MODERN 
. 
WEIGHS ONLY 
87 LBS. 


MODEL 76A 


Information 
on request 





POWER KING 








MANUFACTURING COMPANY 


SPRINGFIELD, OHIO 
POWER & HAND LAWN MOWERS 


0 


SOUTHERN HARDWARE for JANUARY, 1950 él 














y00e 


sells the 


YANKEE” 


130A Q-R Spiral 




























A tool that makes time for | 
your customers makes sales 
for you. The ‘Yankee”’ 
130A converts a simple, 
easy push into a power- 
spin that drives the screw 
home. The quick-return 
(Q-R) spring automati- 
cally returns the handle 
for another power drive. 
Keeps the bit in the 
screw slot. Makes an 
easy one-hand job of 
driving and drawing 
screws even in awk- 
ward positions... 
overhead or down be- | 
low, in narrow places 
or “blind’’ applica- 
tions. That’s the 
kind of speed with 
manpower econo- 
my a man can see 
in a moment and 
buy without hes- 


itation. That’s 
worth money 
on the assem- 
bly line, in the 
shop, for all 
kinds of mainte- 
nance work. Built 
to do hard work 
the easiest way... 
for years and years 
of willing service. 


' 
extra | drills + sockets bits with counters 
bits centering sinks 
sleeve 


“YANKEE TOOLS THE TOOL BOX 


NOW PART OF 
NORTH BROS. MFG. CO. 





OF THE WORLD 


Philadelphia 33, Pa. 
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New Horton Fly Box 
Holds 44 Flies .... 


An aluminum fly box that will 
float, will not rust, and hoids 44 
flies, is announced by Horton Manu- 
facturing Company of Bristol, Conn. 
Retailing for $2.25, it is new in de- 
sign and sound in principle, the man- 
ufacturer reports. 





In announcing the new unit, Hor- 
ton calls attention to the fact that 
flies are held securely in place with 
phosphorus bronze inserts, will not 
fall out or be easily lost. The inserts 
will take flies in hook sizes of 6 to 
16. 

Dry flies will not be crushed and 
may be steamed while still in the 
box. The handsomely painted fly 
boxes weigh only three ounces. The 
phosphorous bronze inserts are tough 
and will not break, even under con- 
tinual flexing, it was announced 


Solid Fibreglass Rod 
Features Lower Prices 


Made by a new fabricating process 
only months old, the new Glasscaster 
rod has introduced the lowest price 
line in the field for fibre glass fish- 
ing rods, according to a recent an- 
nouncement by Waltco Products Co., 


2300 West 49th Street, Chicago, 
Illinois. 
Four lengths, 314, 414, 5 and 5% 


feet, ranging from $9.95 to $13.95 re- 
tail, now makes available to many 
more fishermen perfected rods of this 
new material which will not rust, rot 


or “set,” it is claimed. 
The Waltco process fuses thou- 
sands of thin glass fibres into one 


flexible, translucent solid shaft which 
forms one of the toughest substances 
known. Precision tapered, the solid 
shaft combines extra strength with 
permanently live, sensitive tip ac- 
action. 

Glasscaster guaranteed 
breakage under any fishing 
conditions. Equipped with mirror 
polished stainless guides and 
bridle tip, with windings of triple- 
twist silk, heavily lacquered. Patent- 
ed pistol grip is made of polished 
‘uminum and tenite. 


rods are 
against 


steel 


























DEPENDABLY < 


YOURS. , 
QUALITY 

TOPS IN ) | ABOR-SAVING 

FEATURES 


VALUE 
+400 : 


. © T-rated-Plus... 


e Sm-o-o-th, Positive Action 

@ No Arcing — No Pitting — 
No Failures 

e Compact—But Strong and 
Mighty . 

e Saves 10% Wiring Time * 


+300 

@ T-Slot Plus... 

© Uniform, Preset Pull 

@ Solid, Eye-Appealing, 
Strong 

@ Huge Screws—Backed Out 


—Ready 
© Saves 10% Wiring Time 


Meei and surpass REA & 
Federal Specifications 


@ WRITE FOR CATALOGUE 
AND LITERATURE! 


OVER 100 NEW DEVICES 


SLATER 


ELECTRIC & MFG. CO., Inc. 
WOODSIDE, L. I., N. Y. 
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FOR YOUR PLANT AND 
PERSONNEL WITH COBURN 
FIRE DOOR HARDWARE 


Increase fire protection by installing metal clad 
or Kalamine doors with Coburn Fire Door 
Hardware. Dependable, smooth-operating Co- 
burn Fire Door Hardware will save valuable 
goods and protect personnel . . . and your fire 
insurance costs will be reduced. 

Coburn Fire Door Hardware is made to speci- 
fications of The National Board of Fire Under- 
writers and, where necessary, bears the U.L.I. 
label. Special sets are available for single and 
double incline or level slide doors; vertically 
operated doors. All are equipped with auto- 
matic self-closing devices. Write for Catalog 
#210 showing the full line of Coburn Fire Door 
Hardware; charts showing required headroom; 
wall space and other vital information. 

Engineering help is available without obliga- 
tion. 

Other Coburn Products include #500 Swing- 
Over Garage Door Hardware Sets, overhead 
trolleys and conveying systems for carrying 
loads up to 3,000 Ibs. 


COBURN PRODUCTS DEPARTMENT 
THE COLORADO FUEL AND IRON CORP. 
ii : 
Ne 


WICKWIRE SPENCER STEEL DIVISION 
SOUTHERN HARDWARE for JANUARY, 1950 


Executive Office—500 Fifth Avenue, New York 18, N. Y. 





Sales Engineering—5é Sterling Street, Clinton, Mass. 
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Jy» Proudly Presents 


» 


A) THE 

{ \.. INDUSTRY'S 
OUTSTANDING 
NATIONAL 
ADVERTISING 


Watch for H-l's striking full color 1950 
advertising campaign. It will break soon 
—pre-selling the great new H-I! line of 


fishing tackle . . . building profits for 


you! 
11,276,786 customers will see H-l adver- 


tising in these great magazines 


Outdoor Life 

Sports Afield 

Field & Stream 
Hunting & Fishing 
Outdoors 
Outdoorsman 
Fur-Fish-Game 

Boys’ Life 

Open Road for Boys 
Saturday Evening Post 
True 

Salt Water Sportsman 
Outdoor Tips 

Western Sportsman 


Write us for your free copy of the new 
H-| catalog. And ask your H-I repre- 
sentative about our atttractive "Adver- 


tising Special" proposition. 


HORROCKS 
IBBOTSON 
COMPANY 


UTICA, NEW YORK 


Manufacturers of the Largest Line of Fishing Tackle in the World 


63 











ond Porson 


SouTH Benp Croquet! 


Families with a reason for using 


their yards are more likely 
prospects for outdoor items. 
And a popular reason for yard 
activity is the great family 
game — South Bend Croquet. 

So, build your window and 
interior displays of yard equip- 
ment around South Bend Cro- 
quet. This tie-in can furnish 
a wealth of suggestions to cus- 
tomers and more sales for you. 


Show Thio Book, 


16 page, 2-color book— 
“How To Play Croquet” 
—describes complete his- 
tory and rules of game — 
2c list. Quantity dis- 
counts to dealers. 





SALES REPRESENTATIVES 
Eastern—Jullus Levenson, 7 E. !7th St., N. Y 
South—Louis Williams & Co., Nashville, Tenn. 
Midwest—South Bend Toy Mfg., So. Bend, Ind. 
So. Colif. & S. W.—Anderson Sales Company, 

730 W. 10th Place, Los Angeles 15, Calif. 
No. Calif.—Standard Toy Agencies, 718 Mission, 
San Francisco, Calif. 
Denver & Pac. N. W.—Leo Scherrer, 2840 W 
93rd St., Seattle 7, Wash 


SOUTH BEND TOY MFG. CO. 
SOUTH BEND 23, INDIANA 


“SOUTH BEND 


AMERICA’S FAMILY GAME 















Toolmaster Assortment by 
Metal Engineering Co. . . 


The Metal Engineering Company 
of Plano, Illinois, is introducing its 
new compact, Toolmaster Assortment 
No. 168, featuring a complete line of 
wrenches, sockets, attachments, 
pliers and screwdrivers on a hand- 
some floor stand display. 

According to the manufacturer, 
these tools cover 95 percent of con- 
sumer demand. For a small invest- 
ment, dealers can obtain a complete 
assortment of widely used tools that 
service most requirements for farm, 
home or shop use. 








assortment 


The 4-in-1 consists of 
four individual units mounted on a 
single stand. The top unit features a 
full range of the most popular sizes 
of box-end, open-end and combina- 
tion wrenches. The next two units 
are for 3%” and %” sockets and at- 
tachments, while the bottom rack 
displays a complete assortment of 
pliers and screwdrivers. The indi- 
vidual metal units are lithographed 
in three colors for instant appeal. All 
tools are conveniently arranged, so 
that customers may see them at a 
glance. All sizes and prices are 
clearly marked to facilitate selling 
and inventory. The all-metal frame 
fixture measures 3 x 4 inches and oc- 
cupies only a few feet of floor space. 
It is lightweight and of rugged metal 
construction. 


Lightweight Hack Saw 
Works at Any Angle . 


A new power hack saw, operated 
by any standard electric drill and 
weighing only 21 pounds (not includ- 
ing drill), uses standard 10” hack 
saw blade and has a 5” stroke. Over- 
all length (not including drill) is 
26”. When speed of drill is 1240 
RPM, it gives 200 strokes per minute. 
The unit will cut pipe or metals up 
to 2 inches in diameter, two to ten 
times faster than nand sawing, it is 
claimed. 

All moving parts are protected by 
safety guards and easily accessible by 





NEW STAR 


moly flex BLADES 
OUTPERFORM 


ALL LEADING 
BRANDS! 





Average 
23.8% 
MORE METAL 
cur 





Laboratory tests 
pitted Clemson’s new 
“Molyflex” blades against eight lead- 
ing competitive blades and although 
several were heavier, and none lighter, 
STAR “Molyflex” cut 23.8% more 
metal than the average of all other 
blades tested. 

Here at last is a hand blade that cuts 
like a genuine “Moly”, yet is so flexi- 
ble it cannot be broken when used in 
a frame. 

“Molyflex” blades are finished in all- 
over copper color and carry specifica- 
tion data clearly printed in green 
right on the blade. They are available 
in all sizes and pitches. 


A 
| STAR STEELRITE 
METAL MARKING CRAYONS 


Another profit-producing 
item in the STAR line. Mark 
hot, cold, damp or grimy 
metal. Marks withstand pick- 
ling but do not affect enamel applica- 
tion. Specially extruded genuine soap- 
stone insures uniform composition 
and strength. Attractively boxed and 
available in a variety of sizes. 
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Manufacturers of Hand and Power Hack 
Saw Blades, Frames, Metal Cutting Band Saw 
Blades and the Clemson Lawn Machines. 
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An Extensive Line of 


BUILDERS’ HARDWARE 


That You'll Find Mighty 


PROFITABLE 10 FEATURE 


NATIONAL 
LOCK 
HAS IT! 


Ask About Sash and Shelf Hardware, 


Butts and Hinges, Casters, Catches, 


Screws and Bolts, Chest Hardware. 





AND 
Fast-Moving 


<< ' ' NATIONAL 











LOCK 
National Tutch Latch Packaged 
a —— > _=_—sHardware 





Handsome Cabinet Hardware 


DISTINCTIVE HARDWARE 
ALL FROM ] SOURCE 


IN NATIONAL LOUK COMPANY 





aera aielae| Illinois 
eee Merchant Sales Division 
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Fishermen stop... 
look...feel...buy! 


bl 
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#25 ASSORTMENT and FREE BOX for Salt and Fresh 
Water Costs $15.00— Brings $25.00... 
list value of $25. (110 Swivels in 10 sizes — 20 Spinners in 4 sizes — 10 Leaders 
in 3 sizes— 15 Casting & Trolling Leads in assorted weights and sizes). Plastic 
counter dispenser box, 6', x 10°, inches, is FREE. New Selector Chart in box lid 
tells type, pound test, size, retail price, location of items in box. Free counter and 
window Demonstrator Card (shown above), 6° x 8° with dangling swivel for 
customers to try. (Refills available— one dozen of each tackle item to an 


includes 155 assorted items with 


envelope — from your jobbers ). 


SWIVELS ... LEADS... SPINNERS... 
LEADERS...THAT SELL THEMSELVES 


Thousands of dealers know you big rent for the tiny space. 
Bead Chain Swiveling Tackle Assortments include items 


stops and sells fishermen. The 
swiveling beads are obviously 
new and different . . . a mod- 
ern answer to the problem of 
kinked and twisted lines. A 
big advertising campaign is 


for all kinds of fishing. All 
made of Monel Bead Chain, 
with stainless snaps and pol- 
ished Monel spinners. 

For names of jobbers, or 
descriptive bulletin write to 





pre-selling your customers. Put Ashaway, Inc., Ashaway, R. l., 
a self-seller assortment and sole sales agents. Or to The 
demonstrator card on your Bead Chain Manufacturing 
counter. Extra sales of these Co., 120 Mountain Grove 
high-profit swivels will pay Street, Bridgeport, Connecticut. 


NEW #15 FRESH WATER ASSORTMENT 


Costs $9.00 — Brings $15.00 . . . For inland dealers. includes 87 assorted items 
with list value of $15. (46 Swivels in 5 sizes— 17 Spinners in 4 sizes—— 12 
Leaders in 3 sizes—— 12 Casting & Trolling Leads in 2 sizes and weights). FREE 
plastic dispenser box, 4'; x 8!; inches, with Selector Chart, and free Demon- 
strator Card 


BEAD CHAIN 


Swiwveling 
B TACKLE 


*Trade Mark—— THE BEAD CHAIN MANUFACTURING CO. 
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“Southern 
Kentucky” & {matches the 


woodsman’s skill 





They Cut Longer 
Between Sharpenings 


“Carpenters’ 
Expert” 
speeds 
construction jobs 





Since 1826, this trademark has 
represented the best in axes 


COLLINS 


Axes and Hatchets 


The Collins Company, Collinsville, Conn. 
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lifting the hood. The unit employs a 
rotary motion, like hand sawing, so 
it never catches or binds. By the mo- 
tion, dust is forced out of the cut 
and drops to the floor. As the blade 
is held rigidly in position, cuts are 
said to be remarkably true. 

For general shop use it is com- 
monly fastened in a vise on the 
bench. For overhead pipes, metals in 
awkward and hard-to-get-at places, 
or for pieces too large or too heavy 
to be taken to the bench, it can, be- 
cause of its light weight, easily be 
carried to the job and there clamped 
to the work. The saw operates equal- 
ly well upside down or at any angle. 

Manufacturer is Zina Goodell Cor- 
poration, Salem, Mass. 


Landen Reduces Prices of 
White Lead Putty .... 


A reduction in the price of White 
Lead Putty was announced by the 
Landen Putty Works, Malden, Mass., 
effective October 1. New price sheets 
are being issued by the company, and 
copies may be had by writing to the 
firm. 

In making the announcement of 
the price reduction, C. J. Landen 
stated, “White Lead is extremely 
sensitive to market fluctuations. It 
went excessively high, in a_ short 
period lost part of its advance very 
quickly, and then began to climb 
back up. Current weaknesses, how- 
ever, indicate that the peak has been 
reached, thus warranting reduction 
in our prices of White Lead Putty.” 


Anti-Backlash Line 
Developed by Western 


The Western Fishing Line Com- 
pany of Glendale, California, has an- 
nounced what is said to be the 
world’s first anti-backlash line. 

The Magi-Braid line, made of ny- 
lon cord, is said to excel in these 
ways: it will not “birdnest” due to 
special braiding technique which is 
claimed to prevent buckling of line 
when reel over-runs cast; it casts 50 








NOW! FOR EVERY 
HARDWARE STORE! 


POWER 
MOWER 
y 







With 
the Amazing 
New Automatic 
Clutch Control 


New! Outstanding! Building your DEMAND 
pect to new heights—for HOMKO DEPENDABLE 


nas all those features your Customers 
have been clamoring for! Automatic }Homko 
operation—no gadget or lever to use! 
Walking speeds are easily regulated TRULY A 
by engine acceleration. Massive rub- QUALITY 
ber ured wheels with a choice of Propuct 
standard, or over-size ures for high 
cut of grass. Easy storage. Write 
today and learn how you can profit 
with HOMKO Lawn Equipment! CHOICE OF 
Built-in Recoil Starter available BRIGGS OR 
at slight additional cost CLINTON 
18” to retail under $90 
20” to retail under $100 ENGINE 
24” to retail under $150 


WESTERN TOOL & STAMPING CO. 


2725 SECOND AVENUE, DES MOINES 13, IOWA 








percent farther, due to an exclusive 
process that creates special texture 
which pays line out faster; it is in- 
visible to fish, since tests prove that 
its tri-tone green color will lose it- 
self quicker than ordinary line; and ; 
it has less stretch, because of its orig- 
inal hot-stretch process which re- 
moves surplus stretch. 

Magi-Braid contains only 16 fila- 
ments, each .005”, compared to the 
544 filaments, each .00013”, which 
ordinary fishing line contains, the 
manufacturer reported. 
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ANOTHER FULL TRUCKLOAD 

of Kubé umaid © Houseware 

FOR THE STATE OF TEXAS/ 
COINC TO: HALL Wholesale Ca.inc 
* DALLAS, TEXAS 
















a 
Pictured here is one of four truck loads of Rubbermaid Housewares i 
which were delivered to as many distributors in Texas and Oklahoma 
during a four-week period in early fall. Additional truck loads went to s 
Beck & Gregg Hardware Co., in Atlanta, Ga., and to L. Luria & Son, - 


Inc., Miami, Fla. 
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Any one who walks into your store is a prospective cus- 
tomer for a can of Weldwood Glue. 


Hobbyists, homeowners, 
an everyday need for this 


handymen and professionals have 
handy product. 

So, keep your display carton in a prominent place. 

You'll find Weldwood Glue customers are steady custom- 
ers, too. They come back again and again, and they make 
your store headquarters for all their hardware needs. 
Weldwood Glue is quick and easy to mix with cold water 
Joints are permanent—stronger than the wood itself. They 
resist moisture, heat, bacteria and rot; can be light-worked 
afew hours after clamping. 

and 95¢ size cans. 
or write to United 


Stock Weldwood Glue in 15c, 35c, 65c¢ 
Ask your jobber for complete details, 
States Plywood Corporation. 
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HERE ARE TWO OTHER GOOD SELLERS! 


Firzite Satinlac 

Recommended 
as a simple, 
inexpensive 
material for 
the proper 


A specialty 
¥ pre-finishing 
material to be 
applied over fir 
plywood or 





Wa — other soft finishing of 
—_ woods. Avail- Weldwood 
able in white and clear, Hardwood Plywood and 


similar woods. It is a clear 
coating which is easily 
applied. It produces a 


Firzite seals the wood pores 
.. kills unsightly wild grain 
. virtually eliminates 


checking and grain raising. durable, attractive finish; 
Used as an undercoat for brings out all the natural 
Stain, paint, or enamel, it beauty of the grain. Does 


dramatically improves the not darken or yellow with 
final finish. age. 








— 





Write for more details on FIRZITE and SATINLAC. 
UNITED STATES PLY'YVOOD CORPORATION 


Industrial Adhesives Division, Dept. 542 
55 West 44th Street, New York 18, N. Y. 


WELDWOOD PLASTIC RESIN GLUE 
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1950 HURRICANE POWER LAWNMOWER 





LOW PRICE 















SELLING FEATURES 






















Get Ready NOW For Spring 


Profits With HURRICANE 


Brand new, selling at an amazingly low price 
for a big deluxe mower, this fast-moving 1950 
HURRICANE leads the power mower field with 
unsurpassed quality and value. Priced to 
meet the popular demand for an inexpen- 
sive but carefully engineered power mower, 
HURRICANE handles even the most difficult 
mowing jobs with top-notch efficiency . . . 
It glides effortlessly across established lawns, 
giving them that good-looking, professionally- 
kept appearance. 


If you want big, profitable power mower sales 
during the busy season ahead, mail 
the coupon below today! You'll 
receive full information about 
the new low-priced HURRICANE 
by return mail. No obligation, 
of course. 
ATTENTION JOBBERS: 
Several fine territories 
are still open. 
Contact NATION- 
AL METAL PROD- 


UCTS CO. imme- 
diately! 


= oe a MAIL THIS COUPON TODAY = 


' 

i NATIONAL METAL PRODUCTS CO., INC. ' 
E Dept. 8-1, 2722 Cherry Street | 
§ Kansas City 8, Mo. i 
i Yes, | want to make money selling the HURRICANE line. Send me | 
t illustrated folder showing all the sure-sale Hurricane features, + 
‘ and give me the names of Hurricane jobbers in my locality, ‘ 
| Name o 
| Street Address | 
i City Zone State i 
5 ‘ 
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~w 








NEW sources 


of profit with 


VICTORS 


NEW 








On recent tests, 
when pitted against 
eight leading brands 
in cutting SAE 52100 Ball 
Bearing Steel, Victor’s new 
“Molyflex” High Speed Hand 
Hack Saw Blades ... averaged 23.8% 
more metal cut than all the leading 
brands tested. Here’s the blade that 
rounds out Victor’s famous line. Be- 
cause it is more uniform...completely 
shatterproof ... absolutely unbreak- 
able when used in a frame...it is 
packed with extra profit-making fea- 
tures. A real sales leader . . . for mak- 
ing tough metal cutting jobs easy! 
Finished in gold, each blade carries 
specifications printed on it. All sizes 
and pitches. 


Victor Steelrite 
Metal Marking Crayons 


Here is another NEW Victor 
profit-making item. Available 
in a variety of sizes and at- 
tractively boxed, these crayons 
are a natural for off-the-coun- 
ter sales. Special extrusion proc- 
ess insures uniform strength 
and composition, Markings 
can be made on hot, cold, 
damp or grimy metals and withstand 
pickling, yet do not affect enamel 
application. ” 
Victor's famous Wall Chart 
and Metal Cutting Book- 
lets are still available. 
Write today for your 
free supply. 


VICTOR 


SAW WORKS, INC., Middietowa, W.Y., U.S.A 


Makers of Hand and Power Hack Saw Blodes 
Frames and Band Sow Blades 
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Pocket Knife and Nail 
File Gift Combination . . 


A new two-in-one gift combination 


is announced by the Gits Molding 
Corporation, 4600 West Huron St., 


Chicago. Consisting of a slide blade 
pocket knife and slide blade triple 
cut nail file, attractively gift boxed, 
it is said by the company to have 
unusual gift possibilities. 





The blade of the knife in this 
package is highest carbon steel with 
crocus finish, said to be razor sharp 
and to hold its edge. The file is triple 
cut, similar to the finish on the finest 
manicure implements. The plastic 
handles are molded in _ irridescent 
shades of gold, silver, maroon, blue, 
and others. Both knife blade and file 
slide in and out to four locking posi- 
tions, thus preventing cuts and brok- 
en finger nails. Knife and file each 
measure 358” long, opening to 534 
inches. 


Crystal Dardevlie Lure 
Has Sparkling Surface 


Lou Eppinger, Detroit lure manu- 
facturer, has introduced its newest 











EMBURY 


AIR PILOT 


LANTERNS 
deliver 


BETTER EMERGENCY 
LIGHTING SERVICE 


Rising Cone 
Burner. 


Automatic Stand- 
ing Bail. 


® Balanced Air 
Control for Wind- 





proof Light. 
® Double Seamed | 
Base. 


® Double Strutted 
Lift Lug. 


No. 2 AIR PILOT 
Lontern 
Streamlined design, quality construction 
and over forty years of dependable light 
ing service are strong selling features of 

EMBURY lanterns 





For more AIR PILOT lantern facts, write 


EMBURY MANUFACTURING CO. 


290 Allen Street Warsow, N. Y. 

















and best seller, the Crystal Dardevle 
This “lure with a million lights,” as 
it has been called, has a new patent- 
ed plating finish which is smooth 
and wear-resistant, yet it gives the 
appearance of having millions of 
sparkling rainbow-hued irregular 
crystalline surfaces. 

Expert fishermen have been test- 
ing the new Crystal Dardevle in all 
kinds of waters this past summer and 
are enthusiastic about its perform- 
ance, the manufacturer announces. 

The Crystal is available in the five 
Dardevle sizes and a choice of three 
iridescent colors—silver pearl, light 
gold and dark gold. Further informa- 
tion on the complete Dardevle line 
can be obtained from Lou Eppinger, 
131 Cadillac Square, Detroit 26, 
Michigan. 


MIRRO Offers Dealers 
Television Films . . 


Goods Manufacturing 
Co., Manitowoc, Wisconsin, has an- 
nounced three television films on 
MIRRO utensils for dealer use as tele- 
vision spot announcements. 

Each television spot has a running 
time of 50 seconds, leaving 10 sec- 
onds for dealer messages. Subjects 
include the MIRRO cooky press, pres- 
sure pans, and a general presentation 
of new and unusual MIRRO utensils. 


Aluminum 
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HARDWARE CLOTH.. 
every wire round and 
true to gauge.. uniform 
mesh.. free from bulges 5 J 
. . Straight selvage . . | h Te! 
heavily and brightly gal- ate © Tale) 
vanized the Wright way. 
A Wright product all 
the way from rod to 


you. 


Southern Representatives: 
D. C. Hornibrook 
E. L. Hornibrook 

iox 176 

Avondale Estates, Ga. 


Lawrence J. Baldwin 


on 
306 Carondelet Bidg. 
New Orleans 12, La. 





Easy to use 
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- Easy to sell 



















































BETTER MEASURE 
WITH [UEKIN 


oT} new: == se 
BRICK MASONS 

“RED END” RULE No. 636 
WITH 10 SELF- <— 
SELLING FEATURES! *™ v 






Pa s 


~~ 


ee etic 


—— 

1—Makes the spacing of brick 6—Sections of tough. straight 
courses easier and faster grained hard white maple. 

2—Used when mortar thickness 7 —Heavily coated baked whit« 
r space only is known enamel. 

3—Solid brass joints with lock to 8—Gloss red ends—your guar 
reserve accuracy antee of quality. 

4—Staggered strike plates provide 9—Prominent markings, extra 
cadability, prevent wear deeply imprinted. 

$—Special hardened and tempered 10—Easv-to-read directions 
steel springs packed with every rule, 


IMPORTANT NOTE: Tic-in with the big, new, nationwide LUFKIN ad 


sing campaign—more than 14,000,000 newspaper and publica 


" 
n ads every month to help you sell the LUFKIN line. A supply 
{ Brick Masons Rule envclope 


fers No. ]-49-100, with your SELL JOHN = omamens 
rint, will be supplied on UFKIN & CO. INC 
see PI 108 Duane Sere, ESTAS. 1830 eneeaiain 
New York 8 N.Y 
| weney CHENEY 
CORP. 


THE LUFKIN RULE CO. - TAPES - RULES - PRECISION TOOLS sapwOnD GRGuTERD Lersee FALLS. we. ¥.. ¥. 5. &. 
SAGINAW, MICHIGAN NEWYORKCITY  BARRIE, ONTARIO 
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PLIERS... You need 
CHANNELLOCK 
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No matter \ 
what your 
work . . 

plumbing, \ 
electrical, 

automotive, 
aviation, 
battery or 
ignition — there 
is a Channellock 
plier designed 
specifically for 

your job. If you use 
pliers ... you need 
Channellock. 


The exclusive tonque and groove 
joint gives you these ‘‘plus” features: 
Greater Strength, Longer Wearing, 
Self-Cleaning, Closely Spaced Ad- 
justments, Visible Adjustments, No 
Wear on Joint Bolt. 


ARON 


Send for Catalog C3 today 
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CHAMPION DEARMENT TOOL CO 


7 


MEADVILLE + PA. 


Only 
Champion DeArment makes 
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New Food Saw Designed 
For Many Home Uses . . 


A new food saw, geared to actual, 
carefully studied needs in kitchen, 
pantry, food locker, and outdoor cook 
nook, has been introduced by the 
Larsan Manufacturing Co., Columbus 
3, Ohio. 

The length of its olade, pitch of its 
precision cut teeth, and the balance 
of its handle are engineered to make 
food-cutting easier, especially for 
women, It slices meat, saws bones, 
cuts hard-frozen foods, splits fowl, 
cuts rock-solid cabbages easily 
through the core, and makes other 
hard-to-cut items easier to handle, it 
is claimed. 





Chef-ess features a 1342-inch steel 
blade with a special, stainless finish. 
Lacquered hardwood handles, per- 
manently riveted to the blades, are 
available in red, yellow, or white. 

Packaged in half-dozens, 10 dozen 
units per shipping case, the food saws 
retail for $1.98. 


Space-Saving Displayer 
For Garden Tools .. . 


A new profit-builder, designed 
specifically for the hardware trade, 
has been introduced by Reeve Com- 
pany, 2222 S. Grand Ave., Los An- 
geles, California, manufacturer of a 
large line of display equipment. 





slotted 


consists of a 
steel displayer, designed to hold six 


This fixture 


to eight rakes, shovels, hoes and 
similar tools in a wall area six to ten 
feet wide. All displayers are riveted 
for double strength and finished in 


wy 


WORLD © 
FAMOUS — 


GLASS CUTTERS » 


Scientifically Designed 
for Perfect Cuts - 
Relaxing 
to Use- 





A Product of 


IRVINGTON 11, NEW 





Rod Dewil 






GLASS CuTTrRs 


4444444000 






A. ¥ Twelve in a displa 
e& /S ; 
his Chapmanized stee! 
& ’ — RED DEVIL wheel- 
Can’t be imitated 


Red Dewil Toofks. 


JERSEY 











Durashine for lasting, shining bright- 
ness. 

With the use of twin rails, 
above the other, it is possible to dis- 
play a complete selection of garden 
tools and companion items. While the 
slots in the displayers enable them to 
be placed anywhere along the hori- 
zontal rail, the displayers may 
be screwed direct to the wall, if so 
desired. 

Reeve displayers are said to give 
a more orderly attractive appearance 
to the entire store; and, since all tools 
are easily and reached, self- 
service is with 
quent reduction in selling expense. 


one 


also 


seen 


encouragea conse- 


New Mirro-Matic Pressure 
Pan Holds Six Quarts .. . 


A new 6-quart pressure pan, des- 
ignated as the Mirro-Matic “6” and 
containing all of the feaures of the 


4-quart and 8-quart models, is being 
added to the Mirro-Matic pressure 
pan line by the Aluminum 
Manufacturing Company of 
towoc, Wisconsin. 

The new “in-between” size 
tures a wide, spacious bottom that is 
ideal for the preparation of large 
roasts or ham and which also accom- 
seven pint jars or five No 
cans for pressure canning. Con- 
struction is of heavy-gauge polished 
aluminum with attractive non-burn- 


Goods 


Mani- 


fea- 
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FOR BOTH CASTING 





AND STILL FISHING! 


OVER 2 MILLION SOLD LAST YEAR! 


Five popular sizes-at popular pre-war prices, 20c to 40¢ 
retail, Also 3 fast selling Lumi-Glow models-glow in the 
dark for night fishing thrills! Nationally advertised. Avail- 
able through leading jobbers everywhere. 


approved EN 
ESEA EARCH 


PLACE YOUR ORDERS 
WITH YOUR JOBBER NOW! 


DAYTON BAIT CO. 


3307 N. DIXIE DRIVE + DAYTON 5, OHIO 















Truty a better Check Valve! One-piece 
bronze, all-position Valves with Flexible Monel 
Metal Poppets . . . can't leak. For use with 
steam, cold or hot water, or other liquids. 
Write for illustrated bulletin No. 204 showing 
complete line of Strataflo Check and Foot 
Valves. 


Onder from your Jobbor 


STRATAFLO PRODUCTS, INC. 
FORT WAYNE 1, INDIANA 


Se eas 
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KLEINS 


For Your Customers 
Who Know Good Tools 


Among your customers there is a certain group 
who recognize the value of the finest tools made. 
They know that the quality of the work they do 
—the speed with which they do it—depends in 
no small measure on the quality of the tools 


they use. 
Kleins were made for these men. 


Klein Pliers are available in a wide variety of 
sizes and patterns to meet any plier need. Be 
sure you have a stock of the more popular items 
in the Klein line on hand to serve those custom- 


ers who want the best. 


Distributed Through Jobbers 
Foreign Distributor: 
International Standard Electric Corp., New York 





The Klein Pocket Tool Guide 
showing the Klein line and con 
taming useful mformation, will be 
matled on request 


WELTER comm A LE INoom & Sons 


AVENUE CHICAGO 18 
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Send That Rod Order 


You need Premax Low Priced Solid Steel Rods 
in order to get that huge volume of sales to 
fishermen who want a GOOD LOW-PRICED 
ROD and cannot or will not pay the money 
for more expensive tackle. Get the Bulletin 
and check over the Premax Line then 


order NOW! 


PREMAX PRODUCTS 


DIVISION CHISHOLM-RYDER CoO., INC. 


5024 HIGHLAND AVE., NIAGARA FALLS, WN. Y. 








address 


New YORK RUBBER CORPORATION 


EMPIRE STATE BUILDING-NEW YORK 1, N.Y 
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ing plastic handles and side grip. 

The familiar one-piece indestruc- 
tible Mirro-Matic selective pressure 
control, along with the high-domed 
cover, the V-type Neoprene gasket 
and the safety latch reminder ring, 
all are incorporated in the new mod- 
el. 







— 





a 
4 e 
i 
This model has been awarded the 
Underwriters’ Laboratories seal. A 
96-page recipe book and a handy 
cooking rack are included with the 
pan, which retails for $15.95 East, 


$16.95 West. 


National Tutch Latch 
Released by Nat'l Leck 


Announcement of National Tutch 
Latch, a new innovation in cabinet 
hardware, has been released by Na- 
tional Lock Company, Rockford, Ili- 
nois. According to the manufacturer, 
production has already reached the 
point where jobbers are receiving 
sizable shipments. 

An ingenious device, which is 
easily applied to the interior of wood 
cabinets, Tutch Latch opens cabinet 
doors with the gentle touch of finger, 
wrist or elbow. When door is closed, 
Tutch Latch holds it securely. Beau- 
ty, convenience and low cost are de- 
scribed as outstanding features of 
the unit. 





makes 


Lock 
Tutch Latch available on a small in- 
vestment, packaged “deal”—including 
four dozen latches and a free minia- 


National Compeany 


ture counter demonstration unit. 
Each Tutch Latch is contained indi- 
vidually in an attractive printed en- 
velope. 


Billings Introduces Two 
New Adjustable Wrenches 


The Billings and Spencer Company 
of Hartford, Conn., has introduced 
two new drop forged adjustable 
wrenches, Series 77, made from Bil- 
lings vitalloy forged steel, and Series 
78, made from Billings carbon steel 











a iteh Bowls 





“SUPREME FINISH” 


MAKES THEM THE 
FINEST BOWLS IN THE WORLD 


From select, tcp quality Michigan Hard Maple 
and Wild Cherry only the choicest bowls get the 
marvelous ‘Supreme Finish'’. No other bowls have 
this exclusive, secret finish that washes like china 
and gives customers lifetime satisfaction 


See These Supreme Quality Bowls 
Learn About Their Extra Values 





BOOTH 117 
National Housewares Exhibit 
NAVY PIER, CHICAGO 

January 19-26, 1950 











See Us at the Show, or Any Time 
Our permanent display and office is located at 
205 W. Wacker Dr., Suite 1219 
Phones: RA. 6-0697—RA. 6-0850 


J. SHEPHERD PARRISH COMPANY 


205 West Wacker Drive Chicago 6, Illinois 
The Oldest World's Largest Manufacturer 
of Fine Wood Bowls 








The outstanding feature of these 
two new wrenches is their light 
weight and the design of their con- 
struction, which will withstand pres- 
sure without binding or distorting 
the wrench and its working parts. 
The movable jaw has a wide bearing 
surface which rests on the solid 
frame, resulting in greater support 
in any operating position, especially 
when the wrench is open to its full 
capacity. The jaws are thin, tapered 
and well matched when closed. 








ro 


Both Series 77 and 78 are made in 
4, 6, 8, 10 and 12 inch sizes. Series 77 


is finished in chrome plate with 
heads polished. Series 78 is finished 
in black with heads polished, Each 
wrench is individually packaged in 
the Billings distinctive metal edge 
boxes, with sizes plainly marked. 

Further details are available from 
the manufacturer. 
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SELL SOL-O-LITE 


WINDOW 
MATERIALS 









-Scree 
x 10 (4x14 
Mesh) Mesh) Mesh) 


A TYPE FOR EVERY CUSTOMER NEED 
BEST KNOWN FOR BUYER CONFIDENCE 


SOL-O-LITE—Extra Heavy Wax Cloth—Retail Price 41c 


n Glaz-Sercen 
(6x8 


per sq. yd. 
GLAZ-FABRIK—Wax Cloth—High Grade—Retail!l Price 35c 
per sq. yd. 
NU-V-GLASS — Transparent—Laminated—Retail Price 56c 
per sq. yd. 


GLAZ-SCREEN—10 Mesh—Bright Galvanized Wire—Retai: 
Price 13c per sq. ft. 

GLAZ-SCREEN—14 Mesh—Galvanized Wire—Retail Price 
16c per sq. ft. 

GLAZ-SCREEN—Large Mesh—Bright Galvanized Wire Mesh 
—Plastic Coated—Retail Price 96c per sq. yd. 


SOLO-LITE 


Pioneers of 24 Years Producing Window Material 


MANUFACTURING CO. 
4301 W. North Avenue 
CHICAGO 39, ILLINOIS 





















CUT LENGTHS 
INTERLOCKING TYPES 
EXTRUDED BRONZE & ALUMINUM 


Decorate with 





lee a complete line of 


Aluminum Molding 
WRITE TODAY FOR FREE CATALOG 


Decorite, Inc., 2116 Peachtree Rd., Atlanta, Ga. 











Coming, February 1950 


THE BIG SPORTING GOODS ISSUE 


Sporting goods have become a major line with the retail hardware trade 
throughout most of the South; while with many progressive Southern dealers 
they have now become the one most important line. 


The valuable sporting goods market in the South 
is built on the firm foundation of climatic and 
recreational advantages not found in the same 
combination anywhere else in the country. Over 
the greater part of the South, the mild climate 
permits year-round participation in all outdoor 
sports. 


Throughout the vear SOUTHERN HARDWARE 
devotes a large portion of its feature articles to 
Sporting Goods merchandising; and once each 
year an entire issue is given over exclusively to 
the subject. SOUTHERN HARDWARE editors 
realize that the increasing importance of sport- 
ing goods sales demands this _ specialized 
treatment. 


SOUTHERN 
806 Peachtree St., N. E. 


SOUTHERN HARDWARE for JANUARY, 1950 


In its February issue SOUTHERN HARD- 


WARE’S editorial features will cover: 
1. The Retailer's Opportunity. 
2. The Wholesalers Opportunity. 
3. Southern Sporting Goods Shows. 


1. Cashing in on Guns. 


5. Fishing Tackle to the Front 


Special Features. Among the 
other features of the February special Sporting 
Goods Issue will be several illustrated articles 
covering the methods used by successful South- 
ern dealers in building notable sales records on 
various lines of sporting goods— like outboard 
motors, game supplies, athletic equipment, ete. 


Merchandising 


HARDWARE 


Atlanta 5, Ga. 
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IT PAYS OFF 


SUDDEN 
DARKNESS 


They 
always know 
if fuel 


is low— 





NEW YORK 
LIGHTING THE WORLD FOR 10 YEARS 















NAMES IN 
NETTING... 


oe 


U. S. HEXLOK— 
The Perfect 
Hexagon-Mesh 
Netting with 
Lock-twist 
Weave 


. S$. STRAITLOK— 
The Original 
Straight-Line 
Poultry Netting; 
Woven Like 
Farm Fence 


< ty Ae ee 
RA — 1 The New 
— j ; ; 
— — Chick-tight 
pouttRyY L) Straight-Line 
Netting with 
Graduated Mesh 


W 
Available in either 
galvanized before 
or galvanized after 

weaving 


INDIANA 
STEEL & WIRE CO 











Gates Lantern Lighter 
Gives Instant Light... 


Any gasoline or acetylene lantern 
is said to light instantly with a 
flick of the thumb, under any 
weather conditions, with a new de- 
vice manufactured by Gates Sales 
Co., 4728 Lorain Ave. Cleveland 2, 
Ohio. Known as the Gates Lantern 
Lighter, it is windproof, rainproof, 
and eliminates match-hunting and 
fumbling with matches under storm 
conditions, it is reported. 





Permanently mounted in the light- 
hole of the lantern, the Gates Lan- 


tern Lighter sticks up inside the 
globe. When the thumb spins the 
outside knob, the spark’ wheel 


throws a strong fat spark on the 
mantle. The lantern lights instantly, 
whether cold or hot. There is no in- 
jury to the mantle. 

The Gates Lantern Lighter uses 
ordinary’ cigarette’ lighter flints, 
easy to replace. It can be installed 
on any lantern in five minutes with 
a pair of pliers. Retails at $1.00. 





Eclipse Introduces New 
18” Power Mower .. . 


The Lark, a new 18” power lawn 
mower, has been introduced for 1950 
by The Eclipse Lawn Mower Com- 
pany of Prophetstown, Illinois, with 
the exclusive features previously re- 


stricted to the more costly Eclipse 
models. 
Reel, wheels and sharpener (op- 
, 
* ” 





Another Ta-pat-co 


th 
PROIDER 


Ta-pat-co Sleeping Bags are a 
real source of profit to many hun- 
dreds of retailers. There’s a com- 
plete style and price range ; 
fourteen Wool, Kapok and Down 
filled models to please all your 
customers. 


Sportsmen everywhere know the 
Ta-pat-co label... know it stands 
for quality and comfort. That's 
why it pays to handle the Ta-pat-co 
line! Write us, or see 
your jobber for details. 





The AMERICAN PAD & TEXTILE CO. 


GREENFIELD, OHIO 


CANADIAN BRANCH: CHATHAM, ONTARIO 














tional) are all power driven. Natural- 
grip, all-steel handles are designed 
for ease of handling. Controls are lo- 
cated conveniently at the operator’s 
fingertips. A Briggs and Stratton 
4-cycle, 1 h.p. engine provides ade- 
quate, dependable power for mowing 


grades and terraced lawns. Other 
features contribute to trouble-free 
mowing performance, it was an- 


nounced. 
he price is $99.50 F.O.B. factory, 
plus delivery and service charges 


Town & Country Tool 
Outfit by PEXTO ... 


A new Town & Country Outfit has 
been announced by The Peck, Stow 
& Wilcox Company, Southington, 
Conn., consisting of 23 carefully se- 
lected, highest quality, guaranteed 
PEXTO tools, mounted in a modern 
durable all-metal “suit-case” style 
container with rounded corners, full 
length piano-hinge, spring catches 
and hasp for padlock. 

Container color is attractive metal- 
lic gray baked enamel. Individual 
tools are held in place with special 
spring-steel clasps. Retail price is 
$44.95 East, and $47.25 West, for No. 
400. 

The No. 100 Home Outfit is an- 
other carefully selected lot of guar- 
anteed tools in a wood container. Re- 
tail price is $34.95 East, and $36.75 
West. 
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TRIPLE-NEED of 


OME DECORATORS 


-in lively seasonal demand now 





ORDER FROM YOUR WHOLESALER, 


CONSUMERS GLUE CO. 


ISIS N. HADLEY ST ST. LOUIS 6, MO. 














CASH IN ON EARLY LAWN 
SPRINKLER INSTALLATIONS 


uniformly green lawns 
Sprinkling Systems in- 
sprinkling, plus 


HOME owners who want 
will have their Thompson 
stalled early in the season. Timely 


the invariable coverage of Thompson engineered 
spray drops will keep their lawns beautifully green 
throughout the dry months ahead. 

Be ready to meet this early demand. Ask your jobber 
today about Thompson Sprinkling equipment. 


Write for the Thompson Catalog 


THOMPSON MANUFACTURING COMPANY 


Since 1907 


2251 E. SEVENTH ST. LOS ANGELES, CALIF. 































HOG FEEDERS 
AND FOUNTS 


OAKES Hog 
Founts are profitable item 


OAKE 








Feeders and 
for the dealer. See your 
OAKES 
write direct 
OAKES Mig. Co 
Box 163-D 
lipton, Ind 


jobber or 


420 
holds 6 bu a. 


. La 


411 
holds 10 bu 





No. 411 I 


C-74 Twin Cup Fount 


holds 78 Gals. Also 
Summer Hog Founts 
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e or semi-weed- 


less, double hooks 


Patented cup arrangement on underside makes Croaker 
gurgle, waddle, and walk on water. 3 built-in actions. So 
beautifully and realistically made it sells on sight. And 


what a wonderfully low price! ‘ 
LIST 95 EACH 


1 DOZ. TO DISPLAY CARD 


pLastic “FIREBUGS” 


Firelacquer finish, 4 to 8 times more 





--Mg% 
~ a 





“ST” SERIES visible, more saleable! Rugged new 
plastic poppers in 2 series, 5 colors. 
ees Best made low priced bugs on the 
DT” SERIES ese Heng 65° 
a! > 1 LIST EACH 
_ 2 DOZ. TO DISPLAY CARD 
THE “TAD-POLE”’ —aesnaapaay tan 
New jointed, wiggling under- St 


water sensation. A real fish- 
teaser yet different from all 
other competitive lures. 


* SEND FOR CATALOG INFORMATION 
* STANDARD TRADE DISTRIBUTION 


LIST 00 G 
EACH “ 1 DOZ. TO 
DISPLAY CARD 








F.S. BURROUGHS CO., INC. 


LEDGEWOOD, NEW JERSEY 














© SELF PRIMING 
@ FULLY AUTOMATIC 


BURKs 


OU on cers WANT 


UFE-LOK’ 


FEATURE 






TO SELL 






LIFE-LOK GIVES USERS UP TO 40° 
more years of efficient water service— 
It's plus value you can demonstrate. Only 


J BURKS has LIFE-LOK. 
Wrtie for BURKS DEALER Proposition. 


DECATUR PUMP COMPANY 


35 ELK ST. DECATUR 70, ILL. 


NOR-SURF 


BRAIDED NYLON 









Pe 









Take advantage of customer preference with 
NOR-SURF! Packaged 6 50-yard connected 
spools 24, 27, 36, 45, 54, 63, 72 Ib. tests 
Permanent sand color This coreless, soft- 
braided Nylon Line has no objectionable stretch 

long life! Also on tubes of 400, 500, and 
1000 yards same Tests and quality! 


MORWICH. LINE COMPANY, INC. 


Chompions NORWICH, WN. Y 


< 






Lin 
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Round Releases Leaflet 
On Spiral Picket Pin... 


A leaflet descriptive of a new spir- 
al picket pin, which is reputed to 
have widespread home, farm and in- 
dustrial applications, is announced by 
the Round Associate Chain Com- 
panies. 


4 4 a . ‘ 


Tw ow 


~ 


The leaflet contains a complete de- 
scription of the pin, which is 18” 
long and made of %” bright galva- 





FLAT WIRE 
TEMPERED BROOM RAKES 


NUMBER 100 





The frame of this Broom Rake is of one-piece 
construction, 18 gauge steel. The tines are of 
high-carbon, tempered, cold rolled flat wire, 
with rounded edge, Ys” x .029. The combina- 
tion is a rugged one that will give lengthy, 
satisfactory service; and due to the one-piece 
construction, will always retain its shape. 
Packed 6 heads to re-shipping carton. 


The handle furnished is No. | hardwood, clear 
lacquer finish, | x 42 inches, packed 6 to 
bundle. Combined shipping weight 23 Ibs. 
per dozen. 


WIRE PRODUCTS COMPANY 


2715 North 24th Street © Birmingham, Alabama 
P. 0. Box 5355, North Birmingham Station 





OUR 13TH YEAR OF FURNISHING PRODUCTS 
FOR THE WHOLESALE TRADE 











nized steel. It features a double 
swivel that permits continuous chain 
movement in all directions. Typical 
uses include guy wire anchors for 
stacks, fence posts and poles; tension 
supports for aerial masts and trees; 
tent stakes, tie downs for stadium 
canvas, equipment covers and straw 
stack covers. 

Pins are available from The Cleve- 
land Chain & Manufacturing Co., 
Cleveland, Ohio. 





Great Neck Announces 
New Serewdriver Series 


Great Neck Saw Manufacturers of 
Mineola, New York, announces its 
new stainless steel screwdriver line, 
the S series. The line includes midget 
screwdrivers with convenient pocket 
clip, stubby and electricians’ screw- 
drivers, radio and cabinet type. 

The tools are said to be different 
from anything on the market today, 
with greater strength and extra eye 
appeal. They will not rust, because 
of the all stainless steel blade fea- 
ture. Blades are tempered and hard- 
ened their entire length; bits are pre- 
cision ground to size. The handles, 
engineered for maximum grip effi- 
ciency and of attractive amber color, 
will not chip and are non-absorbent 
to grease or oil. 

The screwdrivers are twist-proof, 
because the blades and handles are 
moulded together, making the tools 
more rugged. Packed one dozen to 
the box. 





ACCO-PAK Container for 
American’s Coil Chain . . 


American Chain Division of Amer- 
ican Chain & Cable Company, Inc., 
Bridgeport 2, Conn., has announced 
that BBB coil chain and Proof coil 
chain are now available in sturdy 
plywood ACCO-PAK containers. 

This container permits the popular 
sizes of heavier chain to be conven- 
iently handled and stored, as well as 
making attractive displays. Each 
ACCO-PAK contains one of the fol- 


MADE NW U.BA 
aitmoa AND CABLE 
CHAIN DiviBiON --- 





lowing sizes and quantities of chain: 
250 ft. of #:"; 150 ft. of %4”; 100 ft. 
of +”, and 75 ft. of 3%”. 

Chain is available in self-colored 
or hot galvanized finish. 





For Sale 


10-Kw Electric Plant 


Compact unit with engine and generator in 
streamlined housing. Automatic control. push 
button starting. 115/230 volt gle phas 
60 cy¢ 3 wire generator driven by efficient 
Willys gasoline engine Mounted on skids 
complete with remote switche wi and 
tools Operated nly 500 hours be re 
placed with power line service 

Suited for industrial, commercial, construc- 
tion or agricultural use; ideal r stand-by 
service. Will sell at $900. which is less thar 
half its initial cost. Address Box 646, ¢/o 
SOUTHERN HARDWARE, 806 Peachtree 
St., N. E. Atlanta 5, Ga. 








SALESMEN 


To represent nationally known paint brush manu- 
facturer on full-time basis. Must have following 


with wholesale hardware jobbers and paint dis 
tributors. Territory open 8S. E. area of U. 8S. in 
cluding Ala., Miss., Ga., Fla., La.. and lower 
midwest section including Neb west Mo 


stern Mo 
Kan., Oklahoma. and N.E. Tex. State fully qual 
ifications, experience and references. Box No. 645 
c/o SOUTHERN HARDWARE, 806 
St., N.E., Atlanta 5, Ga 








SALESMEN AND REPRESENTATIVES now 
callin on PLUMBERS AND HARDWARE 
STORES—Manufacturer changing method of dis 
tribution, selling direct to retailers the best_com 
petitive low price, high quality WALL TYPE 
CHROME-PLATED SWING-SPOUT FAUCET on 


the market; protected territories; liberal commis 


i 
sions. Please write to Box 647, SOUTHERN 
HARDWARE, 806 Peachtree Street, E 
Atlanta 5, Georgia 














¢ GREAT NECK SAW MFRS., inc. - Mineola, N.Y. « 


ENGINEERED QUALITY TOOLS SINCE 1919—at popular prices 








© hack saws © hand saws 








Nationally Advertised Products 





© hack saw frames 











ond 





© keybole saws 
® coping saw frames 
© screw drivers 

© jack planes 

SEE YOUR JOBBER IMMEDIATELY! 


* MARSHALLTOWN TROWELS * 


MARSHALLTOWN TROWEL COMPANY © MARSHALLTOWN, IOWA 


















© coping saws 
© compass saws & nests 
© smooth planes 


© panel saws © mitre saws 
© wood chisels 
© fore planes 


FOR ACTION SALES... 


© pruning saws 
© block planes 


































76 SOUTHERN HARDWARE for JANUARY, 1950 


5 
: 


XUM 











FARM 
EQUIPMENT 


SECTION OF 


SOUTHERN HARDWARE 


JANUARY 806 Peachtree St., N. E., Atlanta 5, Georgia 1950 


ne ta4-4, UNI-MOWE 
The savas’ iva UNI- 


| CLL CUTS A MIGHT FH 4 
> , me 

























WEED ATTACHMENT 





WINDROW 


Peapesretes | /////// 





RATION 













A Size for 


Every tractor = PP Pe ee 


Equipped With 

























tb Power-Take-off 
y CHECK THESE FEATURES FOR VALUE 
pic af > > of rir \ a ~~ 
BLE GUARDS FOR BETTER CUTTING . Greater Flexibility: Mower mounting at the rear of the 
; tractor completely eliminates side draft. Caste 
Pani e farmers realize the advantages of getting more work done in time and on time everyiime. The MM wheels follow contour of the ground, 
Mower was engineered to help do more work in less time and with greater ease and safety. Satisfied farmers Greater Rigidity: Heavy-duty “push-pull” bar keeps the 


always in line and assures greater rigidity o 
one bar. Finest quality roller bearings on al 


= say the Uni-Mower permits them to cut their hay at the proper time, cut their hay crop faster and ickle 
( 
major shafts and drives. 


¥ handle even tough cutting, 
vwner s report that they cut up to 35 acres per day with the M M Uni-Mower equipped with a seven-foot 
bar. Four interchangeable cutter bars of 414’, 5’, 6’ and 7’ lengths adapt the MM Uni-Mower to your : ' 
mer’s every requirement. The MM Uni-Mower is easily attached to or detached from any tractor equipped Greater Safety: Power take-off and V-belt pulleys are 
power take-off. - shielded to provide greatest possible safety for the 
operator. The MM Uni-Mower, mounted behind 
tractor, permits the operator to see an obstruction 
before it is hit. 


Protection Against Breakage: Safety release spring hitch 
ao protects the mower and driving mechanism against 


breakage. Cutter bar mechanism automatically 


xivots backward if an obstruction is hit. 
MINNEAPOLIS 1, MINNESOTA Fa re eee 































The AVERY Model A Tractor does your 
full year’s work at 





it’s made to fit every Avery imple- 
meat with tailor-made precision and to pull it along the true, 
natural line of draft between center of power and center of 
load, reducing friction to a minimum, prolonging the life of 
your equipment, saving time and Jabor and cutting fuel con- 
sumption to an all-time low. 


tractor and implement work free of 
each other to make the implement do its best work at the lowest 
possible cost. 


the exclusive Avery Automatic Depth 
Control keeps plows and listers at uniform depth on any kind 
of field... rough, rolling or smooth. 


with the Avery Model A, 
longer need big-fuel-consuming, soil-packing tractor weight to 
pull you through the tough spots. 


you no 


You're money ahead in more ways than one when you ride an 
Avery Model A... B. F. AVERY & SONS CO., Incorporated, 
Louisville, Ky. 





lowest cost 














Automatic spark advance. Governor, built 
into distributor, adjusts spark from 0 to 14 
degrees ahead of dead center to always ignite 
fuel at point where it is most effective. 
More power from less fuel. Spark coil with 
condenser, insulated in oil in hermetically- 
sealed steel case, gives hot spark to assure 
full use of all fuel. Graphite-bearing starting 
motor. Generator with cutout to prevent 
overcharging. 


AVERY MODEL A TRACTOR 
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Developing the Rural 


With the expansion of 
rural electric lines, 
electrical appliances, 
properly merchandised, 
ean be a major line 


ELECTRIFICATION, the 
make-over of farm 
living, has opened one of the 
South’s biggest markets. Nearly 
all agree that the southern farmer 
and his wife are now among the 
country’s best prospects for elec- 
trical appliances, from light bulbs 
to pumps. 

Hence, the competition is keen 
in this field, and those farm equip- 
ment dealers who believed that 
they would sell appliances simply 
by stocking them have, in many 
cases, been sadly disappointed. 
Still, other farm equipment deal- 
ers have demonstrated that proper 
merchandising of appliances can 
make this department of their 
business one of their best in dol- 
lar volume. 

The Bradley 


URAL 
magic 


Supply Company 


— 
ai , 
a 


Live displays, such as this pump display at J. Nat 
Moore & Sons, are effective in selling electric items 


ak PLIANCE 
MARKET 


By Bolling Branham 


of Cleveland, Tennessee, the Farm 
Equipment Company, Orangeburg, 
South Carolina, and J. Nat Moore 
& Sons, Athens, Tennessee, all 
full-line tractor and implement 
dealers have done an excellent job 
on appliances, and have reaped 
steady and profitable rewards. 

A singular similarity between 
these three dealers is that all of 
their appliance departments have 
separate floor space allotted to ap- 
pliances; all have a full line of ap- 
pliances, not being limited to just 
refrigerators, and their appliance 
departments are exceptional in 
visual merchandising. 

“For us, the most 
means of selling appliances 


effective 
has 


" 
= 


vv 


we 


~- 


ad 


- 
rae 
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been live demonstration,” says J. 


W. Robinson, vice-president and 
manager of the Bradley Supply 
Company. “Our appliances are 


connected to water and electricity 
on our sales floor, and an interest- 
ed customer gets an immediate 
and thorough demonstration.” 

In order to give these effective 
demonstrations, a floor salesman 
has to know his appliances, and 
know the product sales stories. 
This can be obtained only through 
study and enthusiasm. At the 
Bradley Supply Company, for in- 
stance, the manager of the appli- 
ance department is an appliance 
specialist—Willis Byrd—who has 
many years of experience in ap- 
pliance selling. Yet, even here, his 
entire time is not devoted to this 


for he does other selling. 


Le 





J. W. Robinson and Willis Byrd, left, of Bradley Sup- 
ply Co. have sold a large volume of home-freezer units 
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The knowledge that appliances 
must be promoted and sold, both 
through inside demonstrations and 
outside selling, has kept many 
farm equipment dealers from tak- 
ing an active interest in this mar- 
ket. Having a foothold in the rural 
market, the farm equipment deal- 
er theoretically should have an 
easy time of it, but a competitor’s 
selling will knock this cold, if his 
own salesman is not alert in sell- 
ing the advantages of his products. 





Outside Salesmen 


All of these three dealers have 
been using outside salesmen. The 
Bradley Supply Company, which 
has been very successful since 
opening the appliance department 
in April of 1949, does not have a 
regular outside salesman, but Byrd 
and Robinson both make outside 
calls and follow up leads. This 
company has a system of regular 
promotion and advertising to 
bring in prospects and follows up 
on these. 

The other two companies em- 
ploy outside salesmen and have 
found that they have been success- 
ful where salesmen have not had 
to specialize. Both of these com- 
panies believe that it is not essen- 
tial to have outside salesmen ex- 
clusively on appliances, but that 
company salesmen can follow up 
appliance leads and make these 
sales while making other calls. 
Using this system, the J. Nat 
Moore Company, of Athens, Ten- 
nessee, has an appliance volume 
that regularly runs to $5,000 a 
month. Sales training on appli- 
ances IS necessary, and these 
companies conduct regular con- 
ferences. 

Service is necessary—this is an 








established principle of appliance Gi 
selling. The problem has been Sn 
solved neatly by the Bradley Sup- 

ply Company, which leases space th 
to an experienced repairman who as 


handles company calls and war- 
ranties, and reconditions trade-ins 
which are sold at a profit, where as 
possible. The other two companies 


mi 


: m«¢ 
have found it better to operate 
their own appliance service de- 
oartment, by training one mechan- 
we 


ic to be an appliance repairman. 
The farm equipment dealer has Se 
an advantage here in already hav- 
ing a shop and facilities. 

Don’t overlook farm organiza- 
tions. As a farm implement dealer 
cultivates and works with the 
county agent, so he should work 
with home demonstration agents 
and clubs. Many utilities maintain 





Top: Robinson discusses selling with home economist Mary Artchur. 
Center: Small appliances at Bradley Supply Co. bring new customers. , heat 
Bottom: Willis Byrd, right, demonstrates a used appliance home economists who aid in in- 
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Men and Machines that Help Maintain 


International Harvester Leadership 





eee That Light the Way to Better Farm Equipment 


Giving two parts of an IH tractor frame the “hot 
foot” with enough current to light twenty-seven 
thousand 40-watt bulbs produces a weld as strong 
as the parts it joins. This powerful flash butt welder 
makes it easy to put together solid steel bars as big 
as a man’s leg. In 5 minutes, it does a job that for- 
merly required 1/2 hours. 

The flash butt welder is one of many modern 
welding devices used by International Harvester. 


Seam welders turn out leak-free fuel tanks in jig 


Lo* 
International Harvester Builds McCormick Farm Equipment and Farma!'! Tractors... ieey ) 





time. Robot-controlled arc welders make it easy to 
fabricate parts with a peas-in-the-pod uniformity. 
Inert gas arc welders produce smooth welds that 


require little grinding —slash the cost of many jobs. 


Welding specialists at IH Manufacturing Research 
are constantly striving to improve welding tech- 
niques and broaden their application. These experts 
are part of a 250-man testing and research team that 
conducts a never-ending search for ways to give 


farmers better IH farm equipment. 


a vs 
Motor Trucks ... 2a 7— Crawler Tractors and Power Units... <4 » Refrigerators and Freezers... 777) 
@ : — ; 


INTERNATIONAL HARVESTER 


Chicago 1, Illinois 
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At Bradley Supply Co., at least one of each type ap- 
pliance is connected and ready for live demonstrations 


structing the farm wife in correct 
use of appliances — but this does 
not relieve the dealer of the re- 
sponsibility of seeing that the ap- 
pliances work correctly and that 
the customer is completely satis- 
fied. Call-backs by salesmen are 
necessary for this. 

When the Bradley Supply Com- 
pany opened its appliance depart- 
ment, it held a “Customer Appre- 
ciation Day,’ which attracted 
several thousand persons, through 
a “give-away” of a radio. Best of 
all, visitors were asked to fill out 
registration cards, which have 
been used since then for prospect 
lists, and which helped account 
for the sale of 70 major appliances 
during the first three months of 
operation of this department. 

Continuous display of a full line 
is emphasized by Fred Herlihy, of 
the Farm Equipment Company, 
Orangeburg, South Carolina, and 
at J. Nat Moore & Sons, in 
Athens, Tennessee. 

Trade-ins are an_ important 
function of an appliance depart- 
ment, for they encourage selling. 
But it is easy to appraise a trade- 
in too highly, and it is best that 
there be a definite system for ap- 
praisals. The Farm Equipment 
Company has an appraisal report 
system which requires a detailed 
estimate of the value, the cost of 
repairs needed, and estimated sell- 
ing price of trade-in appliances. 

How to pay salesmen? At the 
Bradley Supply Company, all em- 
ployees are on a straight salary, 
with a bonus at the end of the 
year depending on profit, length 
of service, and position held. J. 
Nat Moore & Sons pay salesmen a 
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minimum guarantee of $30.00 
weekly, with seven percent of 
gross sales as commission. The 
$30.00 is deducted from commis- 
sions first, but there are no hold- 
overs from one two-week period 
to another, which is the length of 
time the commission period runs. 

How about sales contests to 
spur salesmen? Moore says that he 
is not in favor of such contests, be- 
cause it is hard to administer 
them so that there is no friction 
between salesmen. 

Specifically, the methods em- 
ployed by these farm equipment 
dealers in making appliance de- 
partments pay well are these: 

1. Stock full lines — refrigera- 
tors, home freezers of several 





Outside selling is important and J. Nat Moore & Sons 
have distinctive trucks, known throughout the area 


sizes, pumps, water heaters, 
ranges, home laundries, etc. 

2. Separate appliance display 
from other displays and take es- 
pecial care to make this display 
attractive. Most important, con- 
nect appliances, so that live dem- 
onstrations of washers, sinks, 
irons, etc., can be made on the 
floor. 

3. Train outside salesmen in ap- 
pliance sales stories, and fit appli- 
ances into your general line of 
promotion, so that you can estab- 
lish your store as a “complete ap- 
pliance store.” 

4. Make a good service depart- 
ment arrangement, to give fast 
and efficient service, so that cus- 
tomers will stay sold. 


International Harvester Plans 
New Depot in Atlanta. Ga. 


HE INTERNATIONAL Harvester 
ij Company, Chicago, Illinois, 
has announced plans for con- 
structing a $2,000,000 parts depot 
in Atlanta, Georgia, to serve its 
southeastern territory. 

The new building will com- 
prise 150,000 square feet; and, to 
staff the new depot, the company 
will employ approximately 250 
persons. 

The new parts depot will be 
separate from the Southeastern 
Regional Motor Trucks Sales Of- 
fices, located at 580 Whitehall 
St., in Atlanta. 

The depot will service the com- 
pany’s dealers in the Southeast, 


with parts for all its products— 
trucks, farm equipment, indus- 
trial power equipment, refrigera- 
tion and other household service 
equipment. 

According to the announce- 
ment, the depot will be on an 
equal footing with the com- 
pany’s other parts depots. in 
Baltimore, Milwaukee and Oak- 
land, Cal. 

At present, International’s 
dealers in the Southeast receive 
parts service through district of- 
fices at Birmingham, Jacksonville, 
and Knoxville. The Atlanta depot 
will consolidate this service in 
Atlanta. 
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BUMPER CROPS 





Leave Fields Hungry 


@ Hybrid corn and all high-yielding crops pump 
plant food out of soil. Every bushel takes its 
bit of phosphorus, potash, other vital elements. 
Manure, spread fresh, returns three-fourths or 
more of the plant food in livestock feed and 
bedding. Manure restores organic matter to soil, 
improves its structure, makes it easier to till, 
more resistant to erosion. The more productive 
soil has been—the harder it has been worked— 
the more it needs manure. There’s money in 
manure for farmers who make the most of it— 
for dealers who make the most of the market 
for spreaders. 
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BIG MARKET FOR SPREADERS 


Every farm with livestock needs a modern spreader. Every 
farmer can get greater crop gains by thin, even application of 
available manure on more acres. Every farmer can gain time, 
cut costs, with the quick hitching, easy loading and fast travel 
of a Case spreader. 


ONLY SPREADER WITH 
SELF-RAISING HITCH 


There’s no lifting or tugging, no jack or prop needed, to hook 
onto a Case tractor spreader. Hitch rests right on the ground. 
Clevis simply slides up a slant to drawbar height. Same sliding 
action gives tractor a rolling start in slick barnyards. It also 


lets front of low box still lower for loading. 


Case 
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PLANNED 
PARTS 
PROMOTION 


All employees sell parts at 
this company, where the 
parts department accounts 
for 30 percent of volume 








S THE result of a long-range 
A sales promotion program, 
sales of parts presently account for 
approximately 30 percent of total 
volume at the Taylor Tractor & 
Implement Company of Montgom- 
ery, Ala. 

Because of this year-round pro- 
gram, which ercourages parts pro- 
motion by all 23 of the firm’s em- 
ployees, the anticipated parts vol- 
ume for 1949 will exceed $140,000. 

This sales program, inaugurated 
several years ago, is responsible 
for turning the parts inventory 
twice annually. Equally important, 
sales of tractors and other equip- 
ment have been greatly stimulated, 
according to W. R. Taylor, Jr., 
owner of the company. 

“We decided to place special em- 
phasis on parts a long time ago,” 
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says Taylor, “because parts allow 
us a higher profit, sell consistently, 
and because a good parts and serv- 
ice program enables our company 
to sell a larger volume of new 
farm equipment.” 

Taylor feels that his organiza- 
tion should become firmly en- 
trenched as a dependable parts 
supply source now, so that a steady 
source of revenue will be avail- 
able as competition becomes in- 
creasingly strong. 

“We insist that everyone on our 
payroll promote and sell parts at 
every possible opportunity,” says 
Taylor. “Parts sales of each em- 
ployee are recorded, and we con- 
stantly check each employee’s pro- 
duction.”’ The entire personnel has 
responded wholeheartedly to his 
appeal for moving parts. 


As a result of this cooperation, 
volume increased to the extent that 
the Taylor Tractor & Implement 
Company began, soon after V-J 
Day, a five-year improvement and 
expansion program for its parts 
department which has given it one 
of the largest and most modern 
parts departments in central Ala- 
bama. Floor area of the depart- 
ment was enlarged by one-third in 
1947, and this expansion should 
take care of future sales increases 
for at least 10 years, according to 
Taylor. 

The parts department now occu- 
pies floor space approximately 50 
x 100 feet in area. In addition to 
the department, an upstairs stor- 
age room offers almost an equal 
amount of space for parts. 

This dealership employs three 
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Our ATOMIC AGE gives some folks 
nightmares that linger long after dawn. Many 
look to the future with doubt, despondency, 
and despair. 

Farmers read the fear-filled headlines, too 
—after they have looked at the weather re- 
port. They have a big stake in our tomorrow, 
but they never forget today’s job—setting a 
good table for both rural and urban Ameri- 
cans. 


Modern John Deere Power Equipment 
makes it easier for farmers to raise bumper 


JOHN = 


MOLINE @ ILLINOIS 








FACING the FUTURE... UNAFRAID 


crops and produce the mountains of meat 
needed to provide an adequate, well-bal- 
anced diet for our people. This abundance of 
food not only helps to safeguard the nation’s 
health, but nurtures happiness and content- 
ment. 


Because of their faith in the land, in 
themselves, and in divine providence, farm- 
ers—who seem to take for granted that each 
new year will be better than the last—set a 
shining example for us all. They face the 
future hopefully—unafraid! 
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outside salesmen who work on a 
combination salary and commis- 
sion. Each of these salesmen keeps 
on the alert for potential parts 
customers and works with Taylor’s 
parts manager in promoting sea- 
sonal lines. 

Being in the field and constantly 
in contact with a major share of 
the company’s customers, these 
salesmen are able to quickly rally 
large numbers of prospects and 
purchases for any particular type 
of part that the store may be try- 
ing to move. 

For example, just before the 
summer hay season begins, each 
salesman makes a point of careful- 
ly inspecting the hay mowers, hay 
balers and hay rakes on every 
farm he visits and suggesting im- 
mediate replacement of worn or 
damaged parts. During early 
spring the same procedure is used 
with cultivators, disc harrows, 
middle-breakers and other tillage 
equipment; and during the waning 
weeks of summer a drive is made 
to free all types of harvesting ma- 
chinery from improperly func- 
tioning parts. 

These inspections are made in 
addition to brief general refer- 
ences to Taylor’s complete parts 
service during the course of the 
salesman’s interview with the 
farmers. This sales effort on the 
part of the outside representatives 
has substantially bolstered parts 
volume for Taylor, especially dur- 
ing slack ‘‘between-season’”’ 
periods. 

“We have found,” declares Tay- 
lor, “that specific examples of 
breakdowns, due to worn or dam- 
aged parts, carry a lot more 
weight than mere sales presenta- 
tion, so our salesmen keep a men- 
tal record of cases where farmers 
have lost time or money through 
delays caused by parts failures 
and cites these examples to farm- 
ers whose equipment needs parts 
replacements. This system seldom 
fails to do the trick. 

“We feel,” says Taylor, “that 
our parts department should take 
care of all operating expenses, and 
we make every effort to keep 
parts profits greater than our total 
overhead. In recent years we have 
been able to do this, with some 
margin to spare. I think the parts 
department can continue to pay 
the bill, if it is operated wisely 
and parts are merchandised ag- 
gressively. 

“With proper promotion, I think 
we can continue turning our parts 
inventory twice annually,” Taylor 
says confidently. “We have been 
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doing a little better than that in 
the past, and, while sales are 
bound to decline in the near fu- 
ture, I believe that extra efforts 
by everyone can enable us to con- 
tinue moving parts in quantity.” 
Suggestive selling coaxes most 
of the extra purchases at the store. 
For example, when a customer 
drops by to talk about new hay 
machinery, which is Taylor’s big- 
gest dollar-producer in the imple- 
ment line, the floor salesmen sug- 
gest replacement of parts on allied 
machines which will continue in 
use on the customer’s farm. When 
tractors or other farm equipment 
are brought in for repair, the shop 
foreman or mechanic advises the 
owner to buy extra replacement 
parts as insurance against unex- 
pected breakdowns, or points out 
parts which will need replacement 
in the near future, proposing that 
the replacement be made while 
the machine is in the shop. During 
periodic sales meetings, sales and 
mechanical personnel are briefed 


Towner Giant Disc Plows 
Are Texas-Bound . . . 


IANT disc plows, field tested 

last spring in Texas, are now 
rolling off the Towner Manufac- 
turing Co. assembly line at Santa 
Ana, California. The first ten 
plows, weight six tons each and 
designed to plow as deep as 30 
inches, have been allocated and 
are on their way to the West 
Texas area. 

These giant disc plows will be 
used extensively for reclaiming 
waste land which is now covered 
by a 12-inch layer of fine blow 
sand. However, according. to 
Towner, they can also be used for 
any deep plowing operation. 


on newly introduced parts, what 
parts will currently respond to 
promotion and what items the 
management is trying to move. 

As an incentive to greater sales 
efforts, every employee receives 
an annual bonus, based on the 
gross sales of the previous 12 
months. One percent of the year’s 
gross earnings is set aside. 

The bonus is operated on a slid- 
ing scale, which takes into consid- 
eration the employee’s value to 
the firm, as well as his seniority. 
Thus, an employee with consider- 
able sales ability, but having a 
limited length of service, may re- 
ceive as large a bonus as an em- 
ployee with a long record of serv- 
ice but a mediocre record as a 
salesman or general worker. 

Top employees receive approxi- 
mately 15 percent of their annual 
salary; those drawing minimum 
bonuses receive five percent. In 
addition to increasing efficiency 
and sales efforts, the plan has 
helped stabilize personnel. 


The standard model plow has 
five 44-inch blades, but may be 
ordered with four blades. Ap- 
proximately 130 drawbar horse- 
power is required for the five- 
blade plow, 24 inches deep. Other 
specifications of the plow are: 

Overall width, 11 ft. 6 inches; 
overall length, 34 ft (including 7 
ft. hitch); tires, three, 11:25 x 
2400, ten ply; bearings, Timken 
roller bearings on tires and disc 
blades; cutting width, 75 to 90 
inches; lifting mechanism, two 5- 
inch x 24-inch hydraulic rams; 
clearance, 12 inches maximum; 
pitch of blades, vertical 18 de- 
grees maximum adjustment, ro- 
tary 25 degrees maximum adjust- 
ment. 
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Farmers ask for... 






the famous Char-Lynn 
. DOUBLE PUMP 


,HI-LO-PAC costs the farmer no more than an ordinary single-acting 
hydraulic pump—and gives him a power unit for any kind of hydraulic at- 
tachment. This famous double pump with multiple valves will handle hay 
pushoffs, loaders, plows, cultivators, mowers, combine platforms, grain 
drills, disk harrow gangs—plus many other implements. Both valves are 
self contained. It will never be necessary to buy additional valves. Takes 
pressures up to 1,000 Ibs.—2% gallon capacity. Mounting brackets are 
available for popular tractor makes and models (please specify). Tillage 
implements are controlled by the double acting Char-Lynn cylinder. Write 
for circulars describing each product in the Char-Lynn line. 











No mounting block leaks—no gaskets—all die cast. 


Backed by FARM PAPER ADVERTISING 

















Diagram shows filter 

. » double pump in 
operation . . . auto- 
matic safety release 
valve...block show- _/ 
ing valve action. 














y 


MAKERS OF CONVERSION VALVES... CYLINDERS... BREAK-APART COUPLERS 
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Newly-elected officers of the Kentucky Retail Farm Equipment Associa- 

tion are, left to right, standing: James A. Reece, board of directors; G. 

W. McDaniel, advisory board; L. D. Chipps, C. N. Feldhaus, and F. G. 

Horton, board of directors. Seated, J. E. Baldwin, president; Horace 

Travis, vice president; C. W. Whitney, secretary-treasurer:; and D. C. 
Cruse, past-president 


Kentucky Convention 


NE OF the biggest problems 

facing industry today is an 
adequate program for financing 
customer sales, as brought out in 
general discussions at the annual 
convention of the Kentucky Re- 
tail Farm Equipment Association 
in Louisville, November 17 and 
18. The group is now working on 
a uniform financing plan with 
the cooperation of local banks. 

Members of the _ association, 
which was reorganized two years 
ago and which now claims 65 per- 
cent of the potential membership, 
heard prominent speakers discuss 
current problems. 

Donald L. Henry, agricultural 
economist, Federal Reserve Bank 
of St. Louis, told the delegates, in 
evaluating farm and home devel- 
opment programs, that a study of 
five Kentucky farms, during the 
ten-year period in which the farm 
development program was _in- 
stalled, showed that the farmer re- 
alized $2.14 for every $1 he invest- 
ed in improvement costs. The re- 
turn per dollar invested in im- 
provements, other than buildings, 
was $2.78. 

The necessity of establishing an 
agreement between partners in 
business to arrange for the carry- 
ing on of the business by survivors 
in case of death, was brought out 
by Homer B. Hansel, C. L. U., 
Commonwealth Life Insurance Co., 
Louisville. He also stressed the im- 


portance of every businessman 
making a will. 

Recent elections did not settle 
the question of “statism,” John 
Temple Graves II, columnist of the 
Birmingham Post, Alabama, told 
the delegates. Statism is the deep- 
est issue before the country and 
before the world today, he said. 
Democracy and too much govern- 
ment are not compatible, he as- 
serted. 

J. F. Freeman, associate agron- 
omist, University of Kentucky, told 
of the opportunities in selling her- 
bicides, used for the control of 
weeds in crops. Dealers should 
familiarize themselves with the 
latest developments in the field, so 
that they can suggest proper 
equipment to the farmers, he 
pointed out. 

Farm equipment dealers should 
also learn better management pro- 
cedures from other businesses, O. 
L. Wigton, eastern sales manager 
of Dearborn Motors Corp., said in 
his address. The customer should 
not get less service from farm 
equipment dealers than from other 
retail stores, he warned. 

Closer relationship between 
dealer, wholesaler and manufac- 
turer on joint problems was urged 
by Harold B. Halter, NRFEA, St. 
Louis; while M. F. O’Neal, manag- 
er of dealer relations for Firestone 
Tire & Rubber Co., stressed the 
necessity for dealers to do a better 


selling job. One of the reasons for 
price cutting in the industry is that 
dealers only do a 50 percent selling 
job, and the result is a 50 percent 
price, he said. 

The importance of an adequate 
public relations program for the 
industry was emphasized by Ar- 
thur C. Horrocks, public relations 
counsel for Goodyear Tire & Rub- 
ber Company. Too many indus- 
tries place too little stress on this 
phase of their program, he warned. 

Newly-elected officers are: J. E. 
Baldwin, Hopkinsville, president, 
to succeed D. C. Cruse of Hodgen- 
ville; Horace Travis, Glasgow, vice 
president; C. W. Whitney, Louis- 
ville, secretary-treasurer. Elected 
to the board of directors were: 
James A. Reece, Mays Lick; L. D. 
Chipps, Merion; C. N, Feldhaus, 
Owensboro; F. G. Horton, Padu- 
cah; Raleigh Crook, Danville; 
Howard Pearce, Shelbyville. On 
the advisory board are: R. E. Mat- 
tingly, Lebanon; G. W. McDaniel, 
Louisville; L. R. Hughes, Lebanon; 
and Past-President Cruse. 





Dan M. Bell to Represent 
Columbiana in Southwest 


NNOUNCED recently by the 

Columbiana Pump Company 
as its new Southwestern dis- 
tributor is the Dan M. Bell Com- 
pany, 901 Texas Bank Bldg., 
Dallas, Texas. 

The Bell Company will dis- 
tribute Columbiana’s hand, wind- 
mill and hydrant pumps in Texas, 
east of the Pecos and throughout 
Oklahoma. 





Flexible Tractor Harrow 
Adjusts to Uneven Ground 


NEW flexible tractor harrow 
that follows land contours 
has been introduced by LeRoy 
Plow Company, Inc., LeRoy, New 
York. The new harrow is built in 
sections, connected by exclusive 
hinges that enable the implement 
to adjust itself freely to uneven 
ground surfaces, it was announced. 
The frame is also jointed to al- 
low the harrow to angle around 
corners, permitting fast and easy 
turns. Other features include: ad- 
justable spring teeth with revers- 
ible points; reversible heavy steel 
runner shoes; spider attachment to 
drawbar for trailing tools. 

The harrow is available in a 
two-section unit having 26 teeth 
and an 8-foot cut. This can be 
made wider, as desired, by adding 
one or more four-foot center sec- 
tions. 
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rob AT LAST! The Best of Everything 
In One Great Easy-to-Sell Mower! 


The New 1950 


SHEAR 
| Powered by 
BRIGGS & STRATTON 
4-cycle 
| (" h. p. Engine 
| 


\ 
~. ie 





Lists at Only 


$190. 950 


fo. b. factory 





More Quality for Less Money Than Ever Before! 

















THE HARVEY 
“Red-Hed” LINE! 


Make a big hit with your customers 
and real profits for yourself. Sell 
the Harvey Line with its enviable 
reputation for saving time and 
money. The Harvey Line has out- 
standing features that mean quick 
sales and enthusiastic owners. It is 
built by Farm Tools, Inc., a com- 
pany that refuses to compromise 
with quality. This means a lot to 
you and your customers. So why 
not look into the Harvey Line today? 


HARVEY 
‘‘Red-Hed”’ 


HAMMERMILLS 


D 1/3 Faster Grinding! 


They grind grain with 80 to 
280 feed smashing blows a 
second to give your customers 
1/3 more feed per horse- 
power hour than they are now 
getting. Available in 2 sizes— 
H-9 and H-11. Ask your 
Harvey distributor to tell you 
about their many exclusive 
features that build sales. 











































HARVEY 4-IN-ONE 
FARM ELEVATOR 





This all-purpose ele- 
vator meets every 
farm need. It han- 
dles and stores grain, 
ear corn, bagged 
materials and baled 
hay by merely od- 
justing the sides. 
One man can oper- 
ate. Will work at 70 
degree angle. It is 
acclaimed by thou- 
sands as the 
most versatile 4 
farm elevator 
on the market. 





HARVEY “Red-Hed”’ 
CORN SHELLERS 


with the new 
PATENTED 


Kern OizeR 


It shells 100 to 200 bushels per hour .. . 
saves labor . . . saves handling costs . . 

saves storage space . . . saves storage 
costs. No wonder it is called the world’s 
most efficient farmer’s-type corn sheller. 
The Kernolizer does the trick—cleaner, 
faster and better. Ask your Harvey 
distributor to tell you all about it. 











































a 
= Home Office @ 
Write Farm Tools, Inc. for name and ( FARM TOOLS. ING. ) 
° o MAWS ELE? ODO oI O 
address of nearest distributor. 
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for top results 


on the farm! 


PULVERIZERS 


ROLLER TYPE ‘ When it comes to firming a seed bed— 
pulverizing and mulching the clods—pre- 
paring the protective surface mulch, 

or packing and leveling. plowed lands 

. it’s a known fact Vulcan Roller 
FF scorererevererere or Sprocket Type Pulverizers do the 

Br Ki cecneacncacaca ce job better and faster. See that your 

ai customers get the quick germination— 
maximum crops that are the rewards 

of using the Vulcan Pulverizer. Check 


SPROCKET TYPE your distributor today. 








9 


“WicToR ENDGATE SEEDERS 


This endgate seeder needs no _intro- 
duction. It has won many friends be- 
cause it is fast, economical. Its positive 
force feed assures a constant, uniform 
flow of grain. It does not crush the 
grain and distributes the seed over a 
wide area. For sowing grass seed, too, 
it just can’t be beat. Learn the facts 
about Victor endgate seeders. See your 
Farm Tools, Inc. distributor today. 


Write Farm Tools, Inc. for name and 
address of nearest distributor. 
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Officers of the Alabama Farm Equipment Association, seated left to 

right, are: Eugene Munger, director: John B. Wilson, president, and 

W. P. Nesbitt, vice president. Standing, left to right: W. T. Hedden, 
S. W. Phillips, C. R. Everett, and B. C. Gates, all directors 


ALABAMA CONVENTION 


ELEGATES to the annual con- 
Dyvention of the Alabama Farm 
Equipment Association, which met 
November 21-23 in Birmingham, 
were told that no other group has 
a better opportunity to maintain 
business and at the same time help 
the people of their respective 
areas. 

Keynoting the convention, the 
speaker, Bradford C. Colcord, pres- 
ident of the Woodward Iron Com- 
pany, told the assembly that “to 
be strong industrially, we must 
have a prosperous agriculture as 
a basis. The low per capita income 
of the agricultural two-thirds of 
our population pulls down the per 
capita income of the whole state 
to a low figure.” 

He pointed out that the 1948 in- 
come of the “two-thirds of our 
productive workers” who are en- 
gaged in various forms of agricul- 
ture was much less than that of 
the other one-third in industry. 

“To be a prosperous state,” Mr. 
Colcord stated, “at least a majori- 
ty of our population should have 
an average standard of living.” 

Mr. Colcord added that farm 
mechanization increases. greatly 
per-man production and per capi- 
ta farm income. “If we could some- 
how double overnight the amount 
of fertilizer and farm equipment 
on Alabama farms, we would more 
than quadruple the annual income 
of two-thirds of our population. 
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“Our agricultural possibilities 
literally shout of their opportuni- 
ty and cry out for more and more 
mechanization,” he said. 

In his president’s address, A. D. 
Walden traced the history of the 
state association. He told the group 
that when the national association 
was first organized 50 years ago 
production of farm machinery 
amounted to $100,000,000 annual- 
ly. This has risen to $2,000,000,000 
he stated. Mr. Walden cited the 
need for fair trade practices and 
urged the formation of local asso- 
ciations as the best means of deal- 
ing with local problems which 
competing businesses have to work 
out to mutual advantage. 

The association president warned 
against any revival of price cut- 
ting. He stated that dealers must 
insist on their full profit and 
should not absorb freight and 
handling charges. 

The successful dealer, he said, 
should have one price for all cus- 
tomers. 

Other speakers on the first day 
program included J. A. Buxton, 
president of the Mutual Implement 
and Hardware Insurance Company, 
and Glenn E. Didcoct, of the 
Moore-Handley Hardware Com- 
pany. 

Mr. Buxton spoke on “A Sound 
Insurance Program for the Imple- 
ment Dealer.” 


In his talk on “Sales Training,” 


Mr. Didcoct stated that successful 
people usually have two things in 
common: good personality and a 
high degree of sales ability. He 
stated that salesmen should recog- 
nize that the two leading motives 
for buying are: vanity and fear. 
With knowledge of this, the sales- 
man can overcome his most diffi- 
cult problem, that of closing the 
sale. 

The annual banquet closed the 
first day’s program. 

L. S. Devoe, Atlanta branch 
manager of the J. I, Case Com- 
pany, opened the second day’s pro- 
gram by outlining the spread of 
mechanization. He called atten- 
tion to the many potential cus- 
tomers in the South—customers 
who must be educated in soil con- 
servation and better farming prac- 
tices. 

The next speaker, S. Tom Proc- 
tor, of the Proctor-Barbour Imple- 
ment Co., Fuquay Springs, N. C., 
spoke on the “National Retail 
Farm Equipment Association.” 

Following a luncheon address 
by Walter Kennedy, president, 
First National Bank of Montgom- 
ery, on “Current Economic 
Trends,” convention delegates 
elected their officers for the en- 
suing year. 

New officers are: John B. Wil- 
son, Decatur, president; and W. P. 
Nesbitt, Gadsden, vice president. 
New directors are: W. T. Hedden, 
Huntsville, and S. W. Phillips, 
Gurley. Directors continuing in of- 
fice are: Eugene Munger, Mont- 
gomery; R. C. Christopher, Fort 
Payne; C. R. Everett, Anniston; 
and B. C. Gates, Foley. 





Texas Association to 
Meet, January 23-25 


HE ANNUAL meeting of the 

Texas Hardware & Implement 
Association will be held January 
23, 24, and 25 in Houston, Texas. 
Headquarters for the convention 
and trade show will be the Sham- 
rock Hotel. 

Ray M. Souder, secretary-man- 
ager, has announced that nearly 
all available exhibit space has al- 
ready been assigned. 

In line with recently estab- 
lished custom, the convention will 
open on Monday, enabling con- 
vention delegates to travel on 
Sunday. Provision is being made 
for early arrivals to register Sun- 
day afternoon. 

Industry speakers with mes- 
sages for both hardware retailers 
and farm equipment dealers will 
appear on the program. 
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™ to greater profits® 


And, in two different ways! The 
Oliver Direct Drive Power Take- 
Off reduces farming costs by 
increasing the efficiency of PTO- 
driven machines and saving pre- 


cious field time. In turn, the 
dvanced trac- 
















advantages of this a 
tor feature add tremendous force 


to the Oliver dealer’s sales story 
... expand his profit possibilities. 
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Newly-elected officers of the Deep South Farm Equipment Association 

are, seated from left: Warren Womack, president; Roy Wilbanks, vice 

president. Standing from left: A. A. Spurry, treasurer; E, B. Dever, 
executive secretary 


DEEP SOUTH 


T THE largest meeting ever 

held by the Deep South Farm 
Equipment Association, Novem- 
ber 21-23 in New Orleans, some 
209 farm equipment dealers were 
told by Dr. Frank J. Welch, dean 
and director of the school of agri- 
culture at Mississippi State Col- 
lege, that stepped-up farm effi- 
ciency resulting from farm 
mechanization would go far to- 
ward raising the standard of liv- 
ing of the entire South. 

Dr. Welch said, “If people on 
the farms in the South hope to 
enjoy the same standard of living 
as farmers in other sections, they 
must produce comparably with 
them. They can’t do it with a hoe 
and a cotton sack on their backs. 

“Mechanization will be one 
phase in the development of a 
brighter future for the South. 
But mechanization must go hand- 
in-hand with other things, or we 
will have serious economic ad- 
justment problems. 

“The basis of America’s de- 
velopment—and the basis. on 
which the South’s progress will 
come—lies in utilizing farm labor 
effectively and offering other op- 
portunities for any surplus farm 
labor when southern agriculture 
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CONVENTION 


becomes reasonably mechanized. 
One of the shortcomings of the 
South is that we don’t utilize 
labor efficiently. It takes from 
two to five times as much labor 
in the South to provide farm in- 
come comparable with the Mid- 
west. 

“But if we are to go forward in 
agricultural improvement, we 
must have opportunities in em- 
ployment outside of agriculture, 
and we must develop extensive 
farm enterprises along with cot- 
ton,” Dr. Welch _ continued. 
“Mechanization and the trend to- 
ward larger farms should lead a 
better balanced agriculture.” 

The small farmers who cannot 
mechanize economically, he said, 


might face a serious problem. 
“These small farmers will be 
squeezed more and more. There 


will be a tendency for them to 
sell out—or go into a form of in- 
tensive agriculture. But a shift to 
intensive farming pursuits will 
absorb some of the present small 
farmers who are _ unable_ to 
mechanize. This would include a 
development of fruit and vege- 


table farming, or poultry and 
dairying. These things would 


make better use of the South's re- 
sources and would make better 





use of our soil, as well as give 
employment to those displaced by 
mechanization in cotton. 

“TI do not think that the shift 
to these intensive enterprises 
would take markets away from 
other areas. As we develop, and 
raise the per capita income 
through greater and more ef- 
ficient production,” Dr. Welch 
pointed out, “we'll carry oul 
markets with us.” 


Need for Salesmen 


B. D. Danchik, management 
consultant of Chicago, told the 
dealers to teach salesmen better 
customer relations to lift sales of 
farm equipment. He also urged 
the maintenance of active lists of 


prospects, saying, “Last year’s 
prospects are not today’s pros- 
pects. New lists must be made 


and kept current.” 

He urged dealers to have their 
salesmen make more calls, to 
keep better sales records, and to 
use government statistics as an 
aid in selling. He also advised 
dealers to use professional help on 
problems in which they are not 
experts, such as pension matters. 

Roy Burrow of Laurel, Missis- 
sippi, was the author of a phrase 
which was adopted as the slogan 
of the association for next year. 
In urging maintenance of mem- 
bership, he said, “Every time a 
banana leaves the bunch, it gets 
skinned.” His remark created 
such a stir that it was unanimous- 
ly adopted as the slogan for the 
year. 

Burrow told how the organiza- 
tion works for greater benefits for 
dealers through legislation, de- 
tailed services, and numerous 
other methods. 


New Officers 


Warren Womack of Natchez, 
Mississippi, was elected president 
for the coming year. Others 
elected were: Roy Willbanks, 
Bosier City, La., vice president; 
A. <A. Spurry, Jennings, La., 
treasurer; and E. B. Dever, Alex- 
andria, La., executive secretary. 

Board members include: A. B. 
Lancaster, New Roads, La.; G. E. 
Lindsey, Bernice, La.; T. H. Jack- 
son, Shreveport, La.; R. I. Prich- 


ard, Jackson, Miss.;: Dillard Mc- 
Mullan, Hattiesburg, Miss.; John 
Thrash, Newton, Miss.: and J. 


Leo Leonards, the outgoing presi- 
dent, of Crowley, La. 
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First you start out determined to make the most dependable 
water system in the world. You keep everlastingly at it 
for 83 years, adding engineering skill and new manufacturing 
equipment every year. You insist upon enduring materials 
and you performance-prove your pumps everywhere. 
And then, if to all this you can add an engineering idea that’s 
F&W Piston Pumps for pure genius, you'll have a water system that’s as outstanding 
deep and shallow wells. a 

as the new F&W VARIJET Bullet. 


Naturally, the customers are pleased with F&W performance. 
And dealers like it, too, because the word of it gets around 
and makes extra sales. There’s an F&W water system for 
every well depth and every capacity requirement. Write today 
for the facts on the profit-making F«W line. 



























F&W Centrifugal Pumps 
in all capacities for deep 
and shallow wells. 








Free! Slide Rule’ Pump Selector 


Tells instantly the pump to use for 
any well depth and capacity re- 
quirement. Send for yours today 


FLINT AND WALLING MFG. CO., Inc., 119 Oak Street, Kendallville, Ind. 
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New officers of the Georgia Farm Equipment Association are: left to 

right, seated: Joe Pruett, secretary-treasurer: Bruce F. Allen, Madison, 

president, and Earl F. Lewis, Perry, vice president. Back row, left to 

right: J. R. Dillon, Thomasville: C. A. Moody, Newnan; M. A. Nuckolls, 

Gainesville; W. E. Bass, Milledgeville: J. C. Fox, Calhoun, and Felton 
Christian, Athens, all directors of the association. 


GEORGIA CONVENTION 


ELEGATES to the sixth annual 
ren of the Georgia 
Farm Equipment Association, held 
December 5-6 in Atlanta, Georgia, 
heard predictions of a continuing 
strong demand for farm ma- 
chinery. The convention had as its 
theme, “The March of Progress.” 

A featured speaker on the open- 
ing day program, Arthur Hor- 
rocks of the Goodyear Tire and 
Rubber Company, Akron, Ohio, 
traced the progress in business 
and discussed the current healthy 
economic outlook. 

Current national income and 
personal savings mean a potential 
market of nearly $500 billion dol- 
lars in 1950, Mr. Horrocks said, 
stating that business would not 
return to the low prices and 
wages of the past, but would con- 
tinue to forge ahead. 

The nation’s population would 


increase to 160,000,000 by 1960, 
the speaker continued, and this 
will mean a greatly expanded 


market for all products and will 
call for ever-increasing produc- 
tion. 

Speaking on the 
Progress—in Agriculture,” Ralph 
McGill, editor of the Atlanta 
Constitution, outlined the benefits 
of farm mechanization, but 
pointed to several problems that 
must be solved. 

“Farm population,” he said, “is 


“March of 
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back to where it was in 1880. 
City population is larger than 
ever before, yet the country’s 


surplus of farm products is so 
great that an elaborate system of 
price supports is necessary to in- 
sure profitable operations for the 
farmer.” This condition is an un- 
natural one, he pointed out, stat- 
ing that “we must find some new 
approach.” 

Jesse D. Jewell, president of the 
Georgia Chamber of Commerce, 
spoke on “The March of Progress 
—in Georgia.” Mr. Jewell cited 
statistics showing the progress 
which agriculture has made in the 
state in moving from one-crop 
farms to the diversified farming 


operations now being practiced. 
While cotton once accounted for 


the majority share of the state’s 
income from agriculture, Jewell 
said, there has been a substantial 
increase in income from poultry 
raising and dairying. 

The final speaker on the first 
day’s program, Paul M. Mulliken, 
Executive Director of the Nation- 
al Retail Farm Equipment Asso- 
ciation, discussed “The March of 
Progress—for Fifty Years.” 

In the evening, convention dele- 
gates were entertained at a cock- 
tail party given by the Atlanta 
Farm Equipment Club which was 
followed by the association’s an- 
nual banquet. 


Opening the second day’s ses- 
sion, association president Guy L 
Bynum expressed the need for a 
strong state association, and 
called on members to do thei 
part in bringing new members in- 
to the association. 


Open Forums 


After a report from secretary 
Joe F. Pruett, Paul Mulliken led 
an open forum discussion of vari- 
ous dealer problems. In answer 
to one question, Mr. Mulliken ad- 


vised that dealers should not 
carry their own paper. “Such 
funds,” he said, “could be used 


to best advantage by re-investing 
in the particular business.” 

The convention then con- 
sidered such problems as com- 
pensation of outside sales person- 
nel, inventory turnover and com- 
pensation of shopmen. 

Following a film, “The Realm 
of the Wild,’ presented by the 
Firestone Tire and Rubber Com- 
pany, W. L. Stout, sales manager 
of the Maremount Automotive 
Products, Inc., Chicago, IIl., dis- 
cussed “The March of Progress— 
in Selling.” Mr. Stout termed 
salesmanship as nothing more 
than “99 percent hard work and 
one percent inspiration.” He called 
for aggressiveness in going after 
business, expressing the opinion 
that “‘storekeepers’” would be put 
out of business by the alert busi- 
nessman, 

Willis G. Scholl, Eastern terri- 
tory manager, Tractor Division, 
Allis-C halmers Manufacturing 
Company, in discussing “The 


March of Progress—in Manufac- 
turing,” described the increased 


investment which manufacturers 
make for each worker today. He 
cited improvements that have 
been made in farm machines 
which are still marketed at rela- 
tively low prices. 


New Officers 


Accepting the report of the 
nominating committee the con- 
vention voted into office the fol- 
lowing officers: Bruce F. Allen, 
Madison, president, and Ear] F. 
Lewis, Perry, vice president. 
Directors are: C. A. Moody, New- 
nan; J. R. Dillon, Thomasville; M. 
A. Nuckolls, Gainesville: W. E. 
Bass, Milledgeville; J. C. Fox, 
Calhoun, and Felton Christian, 
Athens. Joe F. Pruett continues as 
secretary-treasurer. 


FARM EQUIPMENT SECTION of Southern Hardware for JANUARY, 1950 












drewn Me 


tteeeee 


Ponspionter 
Setter 











XUM 















: Tractor Drawn Manure 
Drewn Manure Spreader 


thee eeeeeeeeeeeee 


eeereeeeeoeeeeeeeeeeee eeeeeeeeeeeeeeeeaeeeee 


Hand Corn 
Sheller 











Portable Steel Elevator 


NEw [pDEa 


aL 
DIVISION J 


Circleville, Ohio «COLDWATER, OHIO «Sandwich, 


CCPH ETEP eee ee eee ee eee eeeee 








~ Yours for a 
7 prosperous 1950 


A great opportunity may be with- 
in your grasp...if you qualify for the 
New IpEA dealership in your area. 


’ 
Here y why . . « The New Ioea Franchise is far 


more than just a dealership. It constitutes a sincere 


in the farm equipment business. Liberal policies, fine 


products and effective sales promotion methods 


to capitalize fully on the respected position and 


prestige he holds in his community. 


NOW is the time to learn how much better your 
business can be with a PROTECTED FRANCHISE on 
New IDEA Specialized Farm Equipment. Write us today! 





e Husker-Shredders 


Vi 
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MANUFACTURING CORPORATION 








partnership in the development of the finest opportunity 


enable the New Ipea Dealer to direct his own business . . . 


If we are not adequately represented in your territory, 





Tractor Drawn Mower 
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Easyway Hay Loaders 





Illinois 


Leaders in manufacture of specialized farm equipment for more than 50 years. 





Mississippi Valley Meeting 


SING AS its theme, “The March 
Us Progress,” the annual con- 
vention of the Mississippi Valley 
Farm Equipment Association was 
held December 6-8 in St. Louis, 
Missouri. 

A record-breaking attendance 
and high interest in messages 
brought by well-known speakers 
indicated that members of the as- 
sociation were intent on marching 
ahead next year and preparing 
themselves for aggressive retail 
campaigns. 

The first day’s program was 
given over to official reports and 
opening ceremonies. A. S. King, 
president, delivered his report on 
the year’s activities in a talk en- 
titled “The March of Progress.” 
This same subject was the basis 
of a talk by L. E. Youngblood, 
vice president of the St. Louis 
Farm Equipment Association. 

Otto H. Romann, Granite City, 
Iil., national councilor, made a re- 
port on the national convention in 
Washington and Earl Crouse, 
Doane Agricultural Service, spoke 
on the “March of Progress in Gov- 
ernment and Agriculture.” 

Opening the second day’s ses- 
sion, H. M. Park, manager of the 
sales research department, John 
Deere Plow Co., Moline, Ill., dis- 
cussed the probable nature of fu- 
ture merchandising in his talk, 
“Tomorrow’s Retail Selling.” 

Donald L. Henry, agricultural 
economist, of the Federal Reserve 
Bank, Eighth District, effectively 
emphasized the importance of the 
farmer’s prosperity to the retail 
implement dealer, in an illustrated 
talk entitled “Soil Improvements 
Can Be Profitable to Farm Equip- 
ment Dealers, Too.” He gave de- 
tails of farm improvement using a 
number of case histories to show 
how the equipment retailer can 
best serve the farmer who has 
long-range farm improvement pro- 
grams. 

R. F. Phillips, field accountant 
for the association, discussed ac- 
counting and tax matters. He 
stressed the importance of using 
accurate bookkeeping methods and 
said that the dealer who is with- 
out an adequate system faces ex- 
tinction. He also mentioned that 
the dealer with an efficient ac- 
counting system affording accurate 
records of his business has nothing 
to fear if the income tax man 
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comes around to seek further in- 
formation on tax returns. 

The importance of meticulous 
accounting was further empha- 
sized by the speaker who pointed 
out that some dealers are placed 
in a false position of security by 
faulty balance sheets or wrong in- 
terpretations of key figures. He 
discussed the case of a dealer who 
considered his position as better 
than good and discovered that the 
important balance figures submit- 
ted on the statement by the firm’s 
bookkeeping department were 
wrong and led to a misleading in- 
terpretation. 

R. S. Merrill, merchandising 
manager, The Oliver Corporation, 
Chicago, spoke on the “March of 
Progress in Advertising.” He out- 
lined the details by which the mul- 
ti-colored national advertising at- 
tracts the attention of the con- 
sumer, noting in passing that four- 
color plates cost as much as an 
automobile. From the national lev- 
el he extended his remarks to 
cover the advertising methods of 
retailers and recommended that 
retailers consistently use at least 
1% percent of their gross for ad- 
vertising. 

Highlighting the Thursday after- 
noon session was the interesting 
and inspirational talk of Arthur 
C. Horrocks, public relations de- 
partment, Goodyear Tire & Rubber 





Co., Akron, Ohio, whose subject 
was “Don’t Look Back—Let’s Go.’ 

New officers for the ensuring 
year are: 

A. G. Schmidt, Belleville, IIL, 
president, and John Nix, Olney, 
Ill., vice-president. Members of 
Board of Directors are: Ray Oli- 
ver, Montgomery City, Mo.; J. J 


Molitor, Breeze, IlL.; Alvah 
Vaughn, Palmyra, Mo.; Wilbur 
Leitch, Eldorado, I1l.; Otto Hahs, 
Sikeston, Mo.; Ed Hunt, Eldon, 


Mo., and S. E. Darnell, Paris, Mo. 
W. E. Parsons of St. Louis will 
continue as full time secretary- 
treasurer. 





Will-Burt Introduces New 
Powered Garden Cultivator 


POWERED garden cultivator to 
A retail below $100 is now in 
production at The Will-Burt Com- 
pany in Orrville, Ohio, according 
to a recent announcement by R. W. 
McFadden, sales manager. 

Designed especially for city and 
farm gardens where the use of 
large farm tractors is not practi- 
eal, the Will-Burt Little Farmer 
cultivator weighs a little over 100 
pounds. It is compactly designed to 
permit easy handling in narrowly- 
spaced rows and for short turns, 
the manufacturer states. 

Construction is of welded steel. 
Power is provided by a four-cycle 
Briggs and Stratton gasoline en- 
gine. The single steel-cleated trac- 
tion wheel, placed in front, is roller 
chain driven. Handles are easily 
adjustable to suit the height of the 
operator. 





A. G. Schmidt, Belleville, Ill., is the new president of the Mississippi 
Valley association. At right is retiring president A. S. King 
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Red Brand Fence 


because it’s GALVANNEALED 
for longer life 


YOU know that farmers insist on the best value for 
their money. 

And, Red Brand Fence is the farmers’ best fence 
value because it’s galvannealed for longer life— 


longer life that means lower fence cost. 


Galvannealing is the exclusive Keystone process 
that fuses zinc to the strong steel wires of Red Brand 
Fence. What’s more, Red Brand Fence wire contains 
the right amount of copper for additional wear and 
rust resistance. 

Yes, the longer life of Red Brand Fence is an hon- 
est, convincing sales point. Maybe that’s why Red 
Brand is preferred to others—and easier to sell. 


Stock it, tell your customers about it and you'll sell it. 


BUSINESS IS BASED ON HELPING 
YOUR CUSTOMERS—BOOST YOURS WITH 
THE RED BRAND PLAN 


Red Brand now provides you with a sound sales 
plan that increases your fence business and your 
over-all business as well. It’s a simple, easy-to-work 
plan that provides a real service to your customers 
..- makes them better customers for you. 

If you’re interested in boosting sales and profits— 
ask your Red Brand representative about this money- 


making plan the next time you see him. 


RED BRAND Fence 


means more satisfied customers 
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Red Top 
Steel Posts 


For your customers’ complete 
fence requirements, you'll want 
to stock and sell Red Top Steel 
Posts too. They are made of 
tough, springy railroad steel, 
then rolled into a studded tee 
for maximum post strength. 
Red Top Steel Posts can't rot, 
burn or split. 


i 
KEYSTONE STEEL & WIRE COMPANY 


PEORIA 7, ILLINOIS 


* Red Top Steel Posts * 


Non-Climbable Fence * Nails * 


Bale Ties * 
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At New Idea’s Golden Anniversary Open House, General Manager 

William M. Werner, right, and General Sales Manager H. H. Boettger, 

left, welcome Julius Armstrong, one of the company’s oldest dealers 
in years of association 


Open House Features New 
Idea 50th Anniversary. 


TOTAL of 14,500 persons re- 
econ helped the New Idea 
Division, AVCO Manufacturing 
Corp., celebrate its Fiftieth Anni- 
versary during a week-long pro- 
gram of events in Coldwater, 
Ohio. New Idea’s headquarters 
plant is in Coldwater. 

The celebration was climaxed 
by a Dealer Day, attended by 
1,600 New Idea dealers, members 
of their staffs and families, and 
factory branch sales _ personnel 
from throughout the country. This 
number represented a_ sizeable 
portion of New Idea’s total dealer 
organization, according to William 
M. Werner, general manager. The 
visiting dealers came from as far 
west as Portland, Ore., from New 
York state to the east, from 
Goderich and Dresden, Ontario, 
Canada, on the north, and from 
below the Mason-Dixon line to 
the south. 

Dealers toured the big 728,000- 
square-foot plant, giving special 
attention to a completely new 
foundry and other additions re- 
sulting from the company’s post- 
war $5 million expansion and 
modernization program. 

In a luncheon meeting, General 
Manager Werner told dealers that 
1949 would be the biggest sales 
year in the company’s history. 
“With the improvement and 
streamlining of our manufactur- 
ing facilities and the intensifica- 
tion of our work in every part of 
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our activity, we are looking for- 
ward to a still better year with 
you in 1950,” he said. 

Another special day during the 
week was Plant Rededication Day, 


on which ceremonies were at- 
tended by employees, town of- 
ficials, Aveo and New idea 
executives, and members of the 
press. Guest speaker was M. L. 
Wilson, director of Extension 


Services of the U. S. Department 
of Agriculture. 





Dodge Demonstrates New 
Power-Wagon, Implements 


HE DopGE 4-wheel-drive Pow- 
a ations with a wide range 
of farm implements and equip- 
ment designed for use in conjunc- 
tion with it, was demonstrated re- 
cently at a national preview for 
editors on the McIntyre farm near 
Woodland, Georgia. 
The Power-Wagon was demon- 


a. 


: 


, 





strated with a new hydraulic lift 
which increases the work output 
of farm implements. It performed 
such farm operations as plowing 
with a 3-bottom moldboard plow, 
discing, harrowing and many othe1 
jobs. Its wide application to farm 
usage was further demonstrated in 
such operations as powering belt- 
driven equipment, fence erection, 
earth-moving, land-leveling and 
winching. 

The 4-wheel-drive Power-Wag- 
on, which has a 94 h.p. engine, 
4-speed transmission, 2-speed 
transfer case and closed cab, does 
the work of a tractor in powering 
the farm implements and equip- 
ment demonstrated. When not in 
such use, it does the work of a 
conventional truck. It has an 8-foot 
steel body and a maximum payload 
of 3,000 pounds. 


United Markets New Line 
Of Shallow Well Pumps 


& COMPLETE new line of tur- 

\ bine type shallow well 
pumps is now being marketed by 
United Electric Company, Chi- 
cago. These new T pumps, 
for suction lifts up to 25 feet, are 
made for either high or low pres- 
sure service. 

The unit is designed with only 
one moving part—a_ perfectly 
balanced turbine blade mounted 
directly on the armature shaft of 
the motor. The pump is easily in- 
stalled and is as “quiet as a re- 
frigerator”’ in operation, making it 
ideal for home installations, as 
well as for use in other places. 

The United Electric T service is 


series 


available in ten shallow well 
models—five for high pressure 


and five for low pressure service. 
Illustrated literature with com- 
plete performance _ specifications 
is available upon request to 
United Electric Company, 201 N. 
Wells St., Chicago. 
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What about PUMPS in 1950? 


Everywhere, dealers ask me ——“What is 


the pump outlook for 195077 


Take the Farm Market! My stock answer 
is. “Just read the front page of today’s 
‘Oshkosh Journal’ (or the town paper 
wherever | happen to be).” 

There's usually a story about farm parity 
prices the importance of their being 
maintained and their general acceptance 
by political and business people alike. 


A 


GROSS FARM INCOME 


(SiitiONS OF DOLLARS) 





1935-39 1940 194! 1942 1943 1944 1945 1946 1947 1948 


Courtesy of Country Gentlemat 
Chart | (above) shows how farm income 
has risen since 1930, but and this is im- 
portant Chart IL (top of next column ) 
shows the sound independent position the 
farmers enjoy in 1950, compared with pre- 
recession days of 1921. 


The farmer's income is going to continue 
at relatively high level and in the Lusi- 
ness of farming today he will require con- 
venience and labor saving equipment, es- 
pecially anything as vital as a pump, as 
much and more than ever. 


Electrification has progressed rapidly 
78.2°) of all farms are estimated to have 
electricity at the end of 1919. But. auto- 
matic pressure water systems were found 
on only about half of the farms. So there 
is this, plus what will be needed as the 
electrification programs continue. 


Yes, the farm market is going to stay 
with one big “LF” which will be discussed 
later. 


Add to this the suburban and small town 
market. New homes are going up in subur- 
ban and rural communities beyond the 
city water mains, all over the country. 
This building program will, unquestion- 
ably, continue at a high rate for a long 
time to come before the need for these 
homes is anywhere near satisfied. 


So, that’s the encouraging situation as we 
see it a vast, real pump market now, and 
for a long time to come. 

And now ... for that “IF” that was men- 
tioned before. 


IF we get out and sell ! 


Everyone, through intensified selling of a 
dependable product, can get a good share 


by Eric E. Backlund, Sales Manager, 


FARM LAND PRICES AND MORTGAGE DEBT 


- 
fame WORT Ge : and Pac 





} try (rentieman 
of this rich water system market for his 
own very definite profit: improvement. 


We at Goulds realize we have to go out 
and help our distributors and dealers. We 


Goulds Pumps, Ine. 


are stepping up our consumer advertising 
we are providing more product promo 
tion and merchandising assistance we 
are traveling continuously working with 
our distributors and dealers in the field. 


Dealers, too, will have to go to bat, along 
with our distributors, in a constant effort 
to “spread the gospel” to the farm and 
suburban people who should have and will 
want running water. 


The thing to remember, too, is that a 
pump sale means so much in related sales 
(bath tubs, sinks, washing machines, ete.) 
and even in non-related sales (our records 
show that a Goulds pump user goes back 
to his dealer because he logic ally looks to 
the Goulds dealer for other dependable 
merchandise). So, we look forward to 1950 
as a year for even greater sales, more pump 
profits, for our dealers. 


lel take work 


but it's worth it! 
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GOULDS 


1950 PLEDGE 
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BEST PUMPS 
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You can’t beat the amazing Balanced-Flow Jet 
shown at right. Or the other Goulds pumps! 


2. BEST DEALER PROGRAM 


Aids for you—to help you get your share of 


today’s rich market 


3. BEST ADVERTISING 


Large-space, consistent national advertising — 


better than ever! 


4. BEST PROFITS 


Goulds dependability . . . 
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102 years of experi- 


ence assures turnover, customer loyalty 


Write us at Seneca Falls, New (0 | 


Advertisement 
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FOR EVERY FARM AND HOME NEED 





101 





Massey-Harris Appoints 
Babeock Board Director 


T A RECENT meeting of the 

board of directors, H. E. 
Babcock of Ithaca, New York, was 
appointed a director of Massey- 
Harris Company, Ltd. 

To the board, Mr. Babcock 
brings a wide knowledge of the 
United States agricultural indus- 
try, gained in various education- 
al and governmental positions, in- 
cluding county agricultural agent; 
professor (Marketing), New York 
State College of Agriculture, Cor- 


nell University; assistant to chair- 
man of the Federal Farm Board; 
member Business Advisory Coun- 
cil, U. S. Department of Com- 
merce, and member National 
Agricultural Research Policy 
Committee, U. S. Department of 
Agriculture. 

Combining practice with theo- 
ry, Mr. Babcock owns and oper- 
ates farms in New York State and 
in the Pecos Valley of New 
Mexico. He is editorial consultant 
to the Country Gentleman, and 
has written extensively for farm 
publications. 














Troutle STRIKES... 


HERSCHEL CUTTING PARTS get your customers rolling again 


Farmers depend on their implement dealer . . 


» ae 


to help them when breakdowns occur in the field. They 
need carefully made repair parts to get their modern 
power machinery rolling again. 

HERSCHEL CUTTING PARTS help do the job. Field- 
tested, they’re guaranteed to fit... they can be installed 
with the minimum loss of time and give your customers 


long and satisfactory service. 


Check your inventory 
give full service. 


remember, it takes full bins to 


R. HERSCHEL MFG. CO., Inc., Peoria 8, Ill. 


Pioneer Makers of Cutting Parts to Fit Mowers and Combines 
Branches: Auburn, N. Y.; Minneapolis, Minn.; Harrisburg Pa.; Omaha, Nebraska 
DISTRIBUTORS 


R. C. Cropper, Macon, Georgia The Southern Supply Co., Dallas, Texas 


HERSCHEL PART S 








H. E. Babcock 


Mr. Babcock is chairman of the 
Planning and Development Com- 
mittee of Cornell University, of 
which he is a member of the 
board of trustees. He is a director 
of Avco Mfg. Corp., First National 
Bank, Ithaca, and Ithaca Lincoln- 
Mercury Corporation. 





S. D. Baker to Head 
Atlanta Equipment Club 


N THEIR final meeting of the 
I year, members of the Atlanta 
Farm Equipment Club named S$ 
D. Baker of the J. I. Case Company 
to serve as president during 1950. 
Mr. Baker succeeds C. M. Haasl, 
of the John Deere Plow Company. 

To serve with Mr. Baker, the 
club elected F. A. Young of the 
Allis-Chalmers Company to the of- 
fice of vice president and named 
H. A. Wheeler of the Oliver Cor- 
poration, secretary-treasurer. 





Low Cost, 3-Plow Tractor 
Introduced by Love. . 


oveE Tractor, Inc., has intro- 
Rw a full 3-plow tractor 
which is said to save farmers ap- 
proximately $400 on the purchase 
price. The tractor is powered by 
a Chrysler industrial engine. 

Standard equipment includes a 
built-in, 3-point hydraulic lift, 
starter, battery, pulley and power 
take-off. It is mounted on rubber 
tires and has 10 forward speeds, 
including a_ special high road 
speed. The front axle is of the 
adjustable type for row crop. 

The tractor is ruggedly built 
and is based on designs which 
Love has had in the field for over 
15 years. 

For complete information and 
dealer prices, write the Love 
Tractor Company, Eau Claire, 
Michigan. 
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Made to Make Products Better... 


see 


MANAAAARAARY 


MATEERER Gaal. | 





lla mea 


Sold to Serve Industry Better 


In a new plant with increased manufacturing CHICAGO “SAFETY PLUS’’ PRODUCTS INCLUDE: 
Socket Head Cap Screws @ Socket Set Screws © Stripper 
facilities, improved production methods and Bolts or Shoulder Screws ® Square Head Dog Point Set 
Screws © Socket Pipe Plugs @® Keys for “SAFETY PLUS” 
“ ” . . Socket Products @® Hexagon Hecd Cap Screws, Steel and 
the Know How gained in over 76 years of Brass @® Square Head Cup Point Set Screws ® Headless Set 
t . . Screws °® Fillister Head Cap Screws ©@ Fiat Head Cap 
continuous operation, Chicago “SAFETY PLUS” Screws ® Taper Pins @ Milled Studs @ Semi-Finished Hexa 
gon Nuts, Steel and Brass ® Semi-Finished Hexagon Cas- 
Products are more than ever MADE TO MAKE a 


PRODUCTS BETTER. 
With increased inventories of sturdily pack- 


aged, clearly tabeled screws, you'll find greater “lhe + tH | CA GG 0 


profit in stocking and selling Chicago Products. 
For service—for quality—for cooperation— S C R EW C 0 M PA N Y 
for protection—buy the line that is SOLD TO 
SERVE INDUSTRY BETTER—through Jobbers 
—Chicago “SAFETY PLUS”. 


2701 WASHINGTON BLVD., BELLWOOD, ILL. 
Established 1872 
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wiTtH THE BIGGEST MASS aAbDvERTISING CAMPAIGN of R 


IN POWER MOWER HISTORY... ASSURING EVEN BIGGER a 


hist« 
SALES AND PROFITS FOR REO DEALERS EVERYWHERE stor 
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A New Series of Reo’s 
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famous big Color Ads in... 


Every 
trucks 
sales 


years 


THE 


2 6,000,000 readers 





12,000,000 readers 





5,000,000 readers 
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Youngstown ......... Vindicator Washington, D.C. , . Stas 




















™ Re AGAIN! 


Reo dealers remember the sensational success 
of Reo’s 1949 advertising and sales program, 
when the biggest power mower production in 
history was completely bought out of dealer’s 
stores by enthusiastic customers. So you know 


it's true when we say: It’s Reo again—in 1950. 


THE REO NAME... 


Everybody knows Reo—famous for 46 years on cars, 
trucks, transit coaches, school buses. It means easier, faster 
sales for you—and assurance of parts and service in the 
years ahead. 


THE REO MERCHANDISING PACKAGE 


A complete tie-in program to enable you to capitalize 
on Reo’s intensive advertising campaign. 











NEWSPAPER MATS 
For locol use to tell 
your neighbors where 
they can buy their Reo 
—from you. 











SALES BOOK 
Shows all Reo models and 
facts. Tells how to build 


your Reo power mower 
business. 


ENVELOPE STUFFERS 
letters and stuffers to mail 
your prospect list. 


POSTERS 
For your store win- 
dows. Brings prospects 
in to buy. 





Bigger production, bigger line, bigger value, 
bigger market, bigger advertising coverage, 
bigger sales for you, everything’s bigger about 
Reo, to assure you the biggest Power Mower 
sales volume ever. Be sure you get your share by 


ordering out your stock from your jobber, now. 


THE REO MARKET... 


At these new prices, everyone with grass to cut can afford 
a Reo. Dealers say 90% of the market has yet to buy 
a power mower. You can get this business with Reo. 


PROFITS PROTECTED 

Reo prices are fair traded, and guaranteed against 
decline thru June 1, 1950. 

REO COAST-TO-COAST SERVICE 


A continually expanding service organization assures 
your customers of prompt attention when they need it. 


CLASSIFIED "PHONE DIRECTORY LISTINGS 


Reo national ads tell readers to look for dealers’ names 
in the classified ‘phone directory. Be sure you are listed. 
Call your ‘phone company for details. 


Reo mowers are sold only thru leading jobbers, with well 
stocked warehouses near you ready to fill your orders 
immediately. Call your jobber now. 


THE REO LINE ~~ 


RIDING TRAILER a ; 


fn 
‘ 
For Trimolown—extra > P j 
4 * 
y ‘ 
y, 
Z* eee) 


REO TOWN HOUSE 
ELECTRIC 
21° Cut. $79.95" 





REO NOISELESS 
HAND MOWER 


REO ROYALE REO DE LUXE WING UNITS SNOW PLOW ATTACHMENT Premium quality 
Full 21” Cut, 1Y% hp, 4- TRIMALAWN Double the capacity Mokes the De Luxe Trimalown Precision Built. 
cycle Reo Engine. $99.95* 25” Cut, 1% hp, 4-cycle of the De Luxe Trimalawn en all year ‘round machine $29.95* 
Reo Engine. $174.95* 
*Plus Delivery Charges 
Reo Mofors, Ime., LANSING 20, MICH. LAWN MOWER DIVISION, 
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Page Announces 1950 
Garden Tractor Line 


HE COMPLETE new line of 1950 
Page garden tractors and 
equipment has been announced by 
the Page Dairy and Farm Equip- 
ment Company, 1910 S. 81 St., 
Milwaukee 14, Wisconsin. Marked 


tures, it was announced. 


Garden tractors have been 
divided into two groups for the 
coming year: Standard models in 
2, 3 and 4 h.p. sizes, and Master 
models in 3, 5 and 6 h.p. machines. 
The larger 4 and 6 h.p. units are 
riding tractors. The 6 h.p. model 
features a complete differential 





walking tractors, have reverse 
mechanisms. 

Page tractors use either Briggs, 
Clinton or Wisconsin engines, and 
feature the special Precision 
Transmission that uses no belts 
or chains of any kind. 





William M. Werner Named 
Aveo Vice President .. . 


HE ELECTION of William M. 

Werner as a vice president of 
Avco Manufacturing Corporation 
was announced by Victor Emanuel, 
president, following a meeting of 
the Avco board of directors gn 
November 17. 

Mr. Werner, widely known 
throughout the farm equipment 
field, is general manager of the 
New Idea Division of Avco. His of- 
fice is at the headquarters plant 
of New Idea in Coldwater, Ohio. 
New Idea also has a plant in Sand- 
wich, Illinois. 

Associated with the 50-year-old 
farm equipment manufacturing 
Company for 22 years, he joined 
New Idea in a sales promotion ca- 
pacity in 1927 and set up the com- 
pany’s first direct mail depart- 








ment. Later his sales activities 
brought him the appointment as 
manager of the company’s Indian- 


by price reductions as high as 10 type transmission, ruggedly built 
percent, the new 1950 line has a_ to withstand gruelling conditions. 
number of added mechanical fea- All models for 1950, including 








4 
toda shaded il, TOUGRNESS 
Tomptedl fot PERFORMANCE 


Extra acres of trouble-free work with 
ISOTHERMAL HEAT TREATED Empire built 


ground engaging tools. A new toughness 





provides a firm resistance to shocks and 
jolts. . . edges stay sharper, last longer 


. no splitting or curling. 


ALLA 
“THE LINE WITH READY TRADE ACCEPTANCE” } 4 ‘ 


1840 THE EMPIRE PLOW CO. 1950 


“Inu Our Second Century of Progress” 
CLEVELAND 4, OHIO 





With an added springiness and strength, 
Empire tillage tools draw light, scour 
freely, and run true longer. 
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NEW PRICES! 
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Everyrnine 10 
HELP YOU SELL MORE 


BANG 


PRICES ¢ Now reduced to help you beat competition— 
® $188 to $440, including cultivator, equipment 


lift, and reverse! 


MODELS g Your customers can choose from new walk- 


* ing and riding models in “Standard” and 
“Master” lines from 2 to 6 HP! 


FEA TURES! Page, the leader, now presents even 
® more tested features that win customers 
over at a glance! Page brings bigger Profits to you because 































The COMPLETE Deming line is chock-full of 
sales-makers! Better get on the Deming band 
wagon NOW for 1950 PROFITS! 













i Reverse Gear 


















Page builds a better tractor that you can sell for less! Page 
has been building quality machines for 25 years so you can 
sell with confidence. 
® All equipment atteched and detached in seconds. mo 
® Every Page mode! equipped with reverse geor. 4 
% Every model complete with equipment lit. QUIET OPERATION! That's the thing ~ ea ; 
* Transmission is completely geor-driven — like big hit with every prospect for a water é . 

big form tractors. Direct drive from engine. 9 YP 

Ne belts or chains. 
% Steel and grey-iron castings and steel forgings ee The Deming FIG. 562 “WORM DRIVE” system 
Pa cen pee he 0 an for deep wells is so QUIET you can't hear it run! 
% Wheels, handles, cultivator, and other equipment are easily adjusted. Add that to its many features and moderate 
® individual wheel clutches assure positive full drive. No cheap ratchets. - Z ' 
% Page Tractors are equipped with well-known engines. Your customers buy with complete price and you have quick sales! 

confidence. 
* All models have plenty of eye-appeal. Painted royal blve and trimmed in brilliant red. 
* All tractors and equipment carry o 12 months’ guarantee against defective workmanship 

and materiak. , 

Every Page model has two big NEW features: 
NO OTHER GARDEN 
. Equipmen 

TRACTOR GIVES YOU 2. tw aire 

AS MUCH AS PAGE | Over 60 Attachments to attract customers! 

FOR THE MONEY! estate - — 

4 ows urrowers P. 
Write today ne Potato Diggers 
iscs Hille 
wo Sit WOW EAST IT'S} Spring Teeth Gman imea 
- | Duss ’ ‘1 
MAKING PAGE DEALER! L____. Snow Plows | Seeders 
















Send for illustrated folder on 
the Deming Fig. 562 “WORM 
DRIVE.” 


THE DEMING COMPANY 


519 BROADWAY ® SALEM, OHIO 


mE COMPLETE Line 
PUMPS AND WATER SYSTEMS 




















PIONEER MFG. COMPANY 


1924 S. Bist STREET- MILWAUKEE, WIS. 
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W. M. Werner 


apolis branch, which at that time 
covered a large part of the com- 
pany’s sales territory. 

In 1935 he was named assistant 
general sales manager of New 
Idea, Inc. In 1927 two years after 
Avco purchased the farm equip- 
ment company, he became general 
sales manager. He was elevated 
to general manager, heading all 
activities of the division in July 
of this year. Completion of a $5 
million expansion and moderniza- 
tion program at the Coldwater 
plant, which was begun after the 
company became a part of Avco, 
is now taking place under his di- 


Wirt Receives Freedom 
Foundation Award . . 


WVRED A. WIRT, advertising man- 
| al of the J. I. Case Com- 
pany, Racine, Wisconsin, was 
chosen by the Freedoms Founda- 
tion as among the 200 American 
individuals and _. organizations 
selected for the 1949 awards in 
recognition of their contributions 
to the American way of life by 
“speaking up for freedom.” 

Mr. Wirt, along with others 
selected, received his award from 
General Dwight Eisenhower on 
November 21 in a huge barn on 
the colonial farm once occupied 
by Washington’s troops and which 
now is headquarters of Freedoms 
Foundation in Valley Forge, 
Penn, 

Besides a gold medal, Mr. Wirt 
received $1,500 as part of his 
award. He was honored for his 
52-page brochure “Which Road, 
America?” It traces America’s 
progress from the Declaration of 
Independence, Constitution and 
Bill of Rights, and warns of three 
roads ahead, the American high- 
way of individual freedom, loss of 
liberty, such as in socialistic Great 


communistic Russia. 

Wirt’s brochure points out how 
13 colonies in a little more than 
150 years developed into the most 
prosperous and most progressive 
nation in all the world. And it also 
points to the dangers of present 
confiscatory taxation and lists the 
fallacies of socialistic legislation 
government. In his. conclusion, 





F. A. Wirt 


Wirt warns, “Should U. S. A. go 
socialistic, there is no capitalistic 
(profit and loss) country to help 








rection. Britain, or the dictatorship of us as we have helped and are now 





INCREASE YOUR SALES WITH 


NEW WHITAKER “E-Z-OUT” LINE 


WHITAKER LEADS AGAIN WITH A 
NEW INVENTION — A New Type of 
Knife Featuring New E-Z OUT Sections 
Sandwiched Between Two Knife Backs 
A NEW SUPERIORITY 










Producing 
IN Mowing. 


Made 
To Double 
Fit Knife Back 
Most Makes For 
Makes Double Life 
Of And Better 
Mowers Alignment 





: - — aD 


NO RIVETS REQUIRED TO REPLACE SECTIONS 
Write or wire TODAY for complete details and samples of these sensational WHITAKER developments! 


THE WHITAKER MANUFACTURING CO., CHICAGO 38, ILL. <i> 


Better Dealer? 
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Saleability is a built-in feature of Planet 
Jr. specialized equipment for farmers 
and gardeners. Here’s why: Planet Jr. 
equipment is designed and built by 
men who really know the grower’s 
needs. There you have the reason why 
the world over Planet Jr. spells quality 
and service. 


Planet Jr. is the only manufacturer 
offering a complete line of practical and 
specialized equipment for many crops 
and different types of soil condition. 
Help your customers do better work 
with less effort...help yourself to 
more profitable business . . . feature 
Planet Jr. 





<> Af 
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So 
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The Complete 


Planet Jr. Line 
includes: 
Planet Jr. Garden Tractors: 1'/2,2'2,5 H.P. 


Planet Jr. Tractor Attachments for plow- 
ing, discing, seeding, fertilizing, cultivat- 
ing, lawn mowing, field mowing, hauling, 


snow plowing. 


Specialized equipment for use with gen- 


eral purpose tractors. 
Planet Jr. Planetized Tillage Steels. 


Single and Double Wheel Hoes... 
Combination Wheel Hoes and Seeders... 
Fertilizer Distributors. 


S. L. ALLEN & CO., Inc. 
3421 North Fifth Street 


Philadelphia 40, Pa. 
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assisting socialistic countries. No 


one to help us!” & 


Freedoms Foundation is an or- 
ganization established in March, 
1949, for the purpose of making 
awards and carrying on _ non- 
profit activities in the advertising 
field. Award winners’ contribu- 
tions on the American way of life 
and the principles of freedom on 
which it stands were judged most 
significant in the opinion of a 
jury of 21, made up of state 
supreme court justices and of- 
ficials of American patriotic 
societies. 





s[e/ Softeners, Conditioners . 
$i STEEL FARM FENCE POSTS 

. HE F, E. 

pany, 


Progressive farmers 


GREEN LINE 


| 


Myers Announces Water 


Myers & Bro. Com- 
Ashland, Ohio, manu- 
facturers of Myers pumps and wa- 


nual convention, Feb. 6-8, 1950. 
Headquarters, Hotel Charlotte, 
Charlotte, N. C. Secretary, A. 
A. Chappell, 210 National Bank 
Bldg., Wilson, North Carolina. 


Deep South Farm Equipment 
Association, annual convention 
TTR and trade show, Jan. 16-17. 
~ Headquarters, Roosevelt Hotel, 
New Orleans, La. Secretary, 
Lamar W. Walters, 511 Guar- 
anty Bldg., Alexandria, Louisi- 
ana. 


Mar-Del-Va Farm Equipment 

Association, annual convention 

and trade show, Jan. 16-17, 

1950. Headquarters, Lord Bal- 

timore Hotel, Baltimore, Md. 

J Secretary, Wm. H. Miller, 1531 

w Lockwood Road, Baltimore, 
Maryland. 


Mid-South Farm Equipment 
Association, annual convention 
and trade show, Jan. 18-19, 
1950. Headquarters, Ellis Audi- 
torium, Memphis, Tenn. Secre- 
tary, Graham McDonald, Chis- 
ca Hotel Bldg., Memphis, Ten- 


buy 
farm fence posts 
because: 


ter systems, announces the addi- 
tion of a complete line of domes- 
tic water softeners and condition- 
ers. With the addition of this line, 


nessee. 


Oklahoma Hardware & Imple- 
ment Association, annual con- 











Basal . i The F. E. Myers & Bro. Company vention and trade show, Feb. 
They're easy to insta is now in position to offer to its 7-9, 1950. Headquarters, Mu- 
They last longer trade a full line of water supply nicipal Auditorium, Oklahoma 

equipment. City, Okla. Secretary, R. K. 
They're trouble-free The Myers Elgin line of water a. +l plage 
They're weather-resistant softeners is being produced for The . ainsi { 

F. E. Myers Bro. Company by the Panhandle Hardware & Imple- 
They're economical Elgin Softener Corp., Elgin, Illi- ment Association, to be an- 

nois. nounced. 
Texas Hardware & Implement 
. . Association, annual convention 
Manufactured from high CONVENTION DATES and trade show, Jan. 23-25, 





carbon rail steel. Five 


galvanized wire fasteners 


furnished with each post. 


WEST VIRGINIA 
STEEL & MFG. CO. 


HUNTINGTON, W. VA. 


15, 1950. 








Arkansas Hardware & Farm 
Equipment Association, annual 
convention and show, Feb. 13- 
Headquarters, 
LaFayette, Little 
Secretary, A. W. Porter, 
ette Hotel, 


Farm Equipment Dealers’ As- 
sociation of the Carolinas, an- 


1950. Headquarters, The Sham- 


rock, Houston, Texas. Secre- 
tary, Ray M. Souder, 814 Texas 
Bank Bldg., Dallas, Texas. 


Hotel Virginia Farm Equipment As- 

Rock. Ark. sociation, annual convention, 
LaFay- Jan. 26-28, 1950. Headquarters, 

Little Rock, Ark. Hote] Roanoke, Roanoke, Va. 
Secretary, Mrs. E. K. Hall, 1103 


E. Main St., 
ginia. 


Richmond, Vir- 








The New Columbiana Cam-Lock Hydrant 
"Sold the World Over” 


Here's a fast-selling new Cam-Lock Hydrant 
for use on pressure lines 
Sturdily-built with few 
Columbiana Hydrant has 
out 
Its many new features include: 
% ONE-PIECE BRONZE VALVE B 
* NON- poe ety VALVE ASSEMBLY 
% ANTI-FREEZE ACTION 
% CAM-LOCK HANDLE PREVENTS DRIPPING 
AND WATER WASTAGE 
This is the lowest priced hydrant on the 
market. Write today for complete information. 


Fig. H-1200 Established 1888 


Columbiana PUMP COMPANY 


COLUMBIANA, OHIO, U. S. A. 


moving parts, this 
no springs to rust 











WANTED! 


Names of distributors of farm equipment (other than branch 
offices of the leading manufacturers) and particularly inde- 
pendent sales agents calling on the farm equipment trade. 

With the many new items of farm operating equipment appear- 
ing on the market, we are occasionally asked by the manufac- 
turer to put them in touch with a distributor or an established 
sales agency. 

If you answer this, please indicate the territory you cover and 
also, if a sales agent, the lines you handle. By giving us the lat- 
ter information, we would not write you about an account which 
might be competitive with one you are already handling. 

If you wish, this information will be kept confidential and your 
name will not be submitted to any manufacturer without your 


permission. 
FARM EQUIPMENT SECTION 
of Southern Hardware 
806 Peachtree St., N.E., Atlanta 5, Ga. 
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Step UP Your Profits with 
Step UP Display Fixtures 





Association Designed 


SHOPPING ISLANDS 


Are Flexible and Versatile! 


It's “eyes right” .. . right on your featured mer- 
chandise when it’s displayed on easy-to-see, easy- 
to reach display fixtures . . . they’re Association- 
designed for Association members only. Attractive 
Shopping Islands add 50% more display space to 
your store. They’re durably-constructed of high- 
grade mahogany, oak or birch, with ample 
storage-space underneath for reserve stocks. Top 
step-ups can be quickly arranged to accommodate 
all sizes and shapes of merchandise. 


Association Step-Up Display fixtures are un- 
excelled in beauty, workmanship and price. They 
are shipped completely assembled, ready to go to 
work at once. See association-designed fixtures 
first before you buy! 





For Complete Store Planning 
Consult Your State Association 


Streate 


Our Fixtures Available Only 
Thru State Hardware Ass'ns 








INDUSTRIES, INC. 


SPRING PARK, MINNESOTA 
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HIS is the season when your 
farm customers are in the 
market for chain. 
They'll buy Electra Cow Ties or 
Electra Trace Chains because they 
know Electras are ‘tops’ in quality 


Also, during the next few weeks 
they'll call on you for log chains, 
well chains, tie out chains, halter 
and dog chains, breast chains, anti- 


spreader chains, Jumbo Grip Farm 


a host of other 


Tractor Chains... 


of your farm customers! 


Order a stock from your jobber, 
Place them on display. They'll 
bring you a lot of profitable sales 
... give your Customers security and 


satisfaction in every link! 





farm chains. 


and dependability. 
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TIE OUT CHAINS 


ELECTRA 














Lhe Cleveland Chain & Mfg Co. 
Cleveland 5, Ohio 


Round Associate Chain Companies: The Bridge- 
port Chain & Mfg. Co., Bridgeport 1, Conn. 
@ The Cleveland Chain & Mfg. Co., Cleve- 
land 5, Ohio @ Round California Chain Co., 
So San Francisco and Los Angeles 54, Cal. 
Seattle Chain & Mfg. Co., Seattle 8, Wash., 
@ Woodhouse Chain Works, Trenton 7, N. J 


56 SOUTHERN HARDWARE for FEBRUARY, 1950 








ed 


an a. RE ee Re ce 
| — Bromo ARE. 


} iles 
and 





REMEDY FOR INEFFICIENT SELLING 


T COSTS real money to bring prospective buyers into a hardware store. If, 
for instance, a store’s total expenses average $100 per working day and on 
the average 100 potential customers enter the store each day, we might say 
that it costs just $1 to bring in each prospective purchaser. 
What do our sales people do to recover that cost, or to make an actual 
profit for the store on its per capita customer expense? 

All surveys along this line have revealed a dismal picture of neglected 
sales opportunities—of sales people who seldom make any effort to sell more 
than the one item the customer came in to buy, and who frequently don’t 
make any really intelligent effort to present that one item to the prospective 
buyers. 

“Here’s a hammer—the price is so-and-so.” That is the type of sales appeal 
which the customer too frequently hears, whereas a dramatic story might be 
told of materials and workmanship, of balance and weight, of special analysis 
steel and selected second-growth hickory handle. 

Many years ago a southern state retail hardware association employed a 
woman to make a shopping tour of hardware stores over the state and 
authorized her to spend up to $10 in each store where her purchases were in- 
vited to that extent. Yet, as we recall, the average purchase per store was less 
than one dollar, and the shopper’s report revealed an almost unanimous lack 
of interest in selling her more than the one item about which she inquired. 

The same indifference to sales opportunities is revealed in other and more 
recent surveys. And it is not confined to the hardware trade, by any means, 
as much the same situation is found in other types of stores which lack con- 
sistent sales training programs. 

What’s the remedy? Well, for one thing, it’s time to revive those weekly 
“store meetings” or sales schools which had been inaugurated in many hard- 
ware stores prior to the war. Through such meetings the sales people—and 
more particularly, those of the younger generation—can become better ac- 
quainted with the merchandise they are supposed to sell, and can learn how 
to handle different types of customers, how to close a sale, how to make 
companion sales, and the other things they need to know in order to take ad- 
vantage of their sales opportunities. 

Then it may be that something in the nature of an incentive plan would 
stimulate more efficient selling. Even where the sales people take care of 
other work in addition to selling, it should be possible to devise some plan 
which would give due consideration to other duties and at the same time 
offer attractive rewards for efficient sales effort. 

With the return of a normal competitive market, intelligent selling is 
necessary if volume and profits are to be maintained. 
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Means money to you... — 


Because your customers know it means money to 






them—in longer-lasting fence . . . greater year-in 
and year-out protection. 

Sell the fence that is Southern made for Southern 
needs . . . that makes satisfied customers for you— 
DIXISTEEL FENCE. 

See your wholesaler or write today for full in- 
formation on the complete DixIsTEEL Fence Line. 
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These 5 Features Mean Better Fence for Your Customers 


BACKED BY SOUTHERN 
ADVERTISING TO BUILD 
MORE SALES FOR YOU! 





RUST RESISTING 
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Dixisteel Fence ads appear 
regularly in publications 
reaching 373,471 farmers. 





























Genuine Copper- Crack-proof zinc Four wrap, hinge- Tension curvesin Only full size wires, 
Bearing steel wire, armor further joint construction line wires allow accurately and 
rust-resisting protects wire from stay wires won't for expansion correctly spaced 
through and through devastating rust slip or pull loose and contraction are ever used 
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At right is a view 


of the _ successful 
sporting goods de- 
partment operated 


by the Thompson 
Hardware Co., 
Greenville, Texas. =< 
At left is store 
owner, D. P. 4 
Thompson. Ray 
Cooper, store man- 
ager, is at right 


— 


Building @ 
SPORTING 
GOODS 
DEPARTMENT 


“PORTING goods volume in- 
acon 20 times after sport- 
ing goods was removed from 
among hardware items and placed 
in an exclusive department in the 
Thompson Hardware Company 
store in Greenville, Texas. 

In this department the principal 
sporting goods displays occupy 
only 270 square feet, or about one- 
thirtieth of the total sales floor 
space of 7,290 square feet. Never- 
theless, sporting goods now ac- 
counts for 25 percent of store- 
wide volume, compared to only a 
trickle of sales in these lines be- 
fore departmentalization, accord- 
ing to D. P. Thompson, owner. 

Thompson was reminded that if 
sporting goods volume increased 
20 times after departmentaliza- 
tion, that would be an increase of 
1,900 percent in volume. But he 
declined to modify his statement 
and enumerated several reasons 










By Baron Creager 


for a near-miraculous increase in 
volume after addition of the de- 
partment. 

“For one thing,” said Thompson, 
“a department creates an atmos- 
phere that is welcomed by the 
sporting goods customer. It actual- 
ly appeals somewhat to the vanity 
of a man, for when he shops in a 
sporting goods department he sets 
himself apart from the usual run 
of hardware store customers. 
Many men like to be identified 
with outdoors life, and this iden- 
tity attaches itself to them when 
they patronize such a department. 

“Furthermore, most sporting 
goods customers like to buy from 
a specialist. Many of them actual- 
ly could fill many of their lesser 
needs at one of the less expensive 
chain stores. But they prefer to 
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It accounts for 25% of 
the total volume in this 
aggressive Texas store 


buy from a specialist. That is be- 
cause they can exchange comment 
with the salesman and examine 
the latest in merchandise. 

“But to my way of thinking one 
of the most important factors in 
drawing customers to a sporting 
goods department is that such a 
department publicly stamps the 
merchant’s place of business as 
the place to acquire that type of 
merchandise.” 

The Thompson Hardware Com- 
pany carried a fair stock of guns 
and fairly good lines of sporting 
goods when this merchandise was 
part of the hardware store. Yet 
the store never realized either the 
volume or the profit possible un- 
der that arrangement. And there 
is a very definite appeal to the 
profit sense of a dealer in the op- 
eration of a sporting goods depart- 
ment, Thompson found. 

“The customer in that depart- 
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Customers entering from the hardware side have this view of the 
sporting goods department. The section has a wide variety of items 


ment,” he said, “wants the latest 
and best. Nor does he care what 
the cost is. He may pinch a few 
pennies in buying hinges for a 
door or a heater for the bathroom, 
but he opens his billfold wide 
when buying a reel, a rod or a 
gun. 

“Then, too, before I had this 
department I bought by the 
dozen. Now I buy by the gross, 
getting a better price and a better 
margin of profit. 

“And there is one nationally- 
advertised, complete line of fish- 
ing tackle that I tried repeatedly 








to get, without success, before I 
opened that department. This 
manufacturer, who favors one 
spot in a community by giving 
one man the most attractive deal, 
would have nothing to do with 
me. 

“But after I opened that depart- 
ment and they saw what I intend- 
ed to do, they came to me. Need- 
less to say, now I have that at- 
tractive line.” 

Thompson Hardware has per- 
formed that job in selling sport- 
ing goods without the stimulation 
of natural or artificial recreation 


When a local man, 
Vance Henderson, 
center, was named 
fisherman of the 
month by a nation- 
al magazine, his 
prizes were award- 
ed at the Thomp- 
son Hardware store 
in connection with 
a radio broadcast. 
Thompson is on the 
extreme left with 
Jimmie Jones, an- 
nouncer, on the 
right 


facilities on a large scale. 

Greenville, a community f 
18,000, would be described as be- 
ing unfavorably located in some 
respects for the sale of sporting 
goods. 

Nearby is one small, private 
fishing lake, and it is 60 miles to 
the biggest Texas recreational 
spot, Lake Texoma. Nor is Green- 
ville adjacent to a territory invit- 
ing hunting even for small game, 
for the community is much more 
famous for being centered in a 
rich blackland region in which 
are so many highly productive 
farms. 

However, geography bestows 
one outstanding advantage, for the 
Greenville trade territory extends 
for 50 miles in almost all direc- 
tions with the biggest city, Dallas, 
at least that far removed. And as 
evidence of the potential of this 
trade territory is the fact that 
Thompson Hardware, in 45 days 
ending November 30 last year, 
sold 420 hunting and fishing 
licenses. 

It was accomplished, also, in 
the face of intensive competition. 
Directly across the street is an 
exclusive sporting goods and lug- 
gage store. Next door and on the 
same side of the street is one of 
four other hardware stores in 
Greenville, all of them on the 
Thompson side of the street and 
all of them within a distance of 
three blocks. These all handle 
sporting goods, as do representa- 
tives of both of the biggest chains, 
five auto stores and two drug 
stores—15 sporting goods com- 
petitors in all. 

Thompson owns his own build- 
ing and created his sporting goods 
department by converting a 27- 
feet-wide section that had been 
leased out until October, 1946. 
When the lease expired, Thomp- 
son opened an entrance way inio 
the re-acquired space. 

This entrance connecting hard- 
ware and sporting goods affords 
two alcoves, with guns being 
racked on one side and ammuni- 
tion on the other. Actually, the 
department is referred to by 
Thompson and his associates as a 
“Radio and Sports Salon,” and 
this designation indicates the mer- 
chandise stocked therein. 

As previously stated, the prin- 
cipal sporting goods display oc- 
cupies a space only 10 feet deep 
and the width of the room, 27 
feet, less a narrow aisle through 
the center. The aisle cuts the dis- 

(Continued on page 76) 
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EW LINES sold in_ southern 

hardware stores offer as great 
a. sales potential as _ sporting 
goods. 

With almost unexcelled facili- 
ties for hunting and fishing and 
with a climate that permits year- 
round sports participation, the 
people of the South have become 
increasingly sports minded. 

Added to this, there has been a 
tremendous advance in personal 
income in the South, along with 
shortening of working hours. Ac- 
cordingly, there is more money 
to spend on sporting goods and 
more time for leisure activities. 
All this has tended to increase the 
market for sporting goods to a 
point where aggressive dealers 
have recognized these products as 
a major line—a line that brings 
in a substantial share of annual 
volume. 

In many southern towns the 
population isn’t sufficiently large 
to justify the establish- 





found it advantageous to expand 
even further these departments so 
as to provide space for more com- 
plete inventories and better dis- 
plays. 

Going a bit further, some stores 
employ a full-time sporting goods 
salesman as a further means of 
providing the specialized services 
that make the store sporting goods 
headquarters for the community. 

Success with this line through- 
out the South proves that the 
possibilities are almost limitless 
provided an effective sales and 
promotional campaign is devised 
by the individual dealer. 

First in importance is the mer- 
chandise to be offered. Customers 
interested in sporting goods de- 
mand quality merchandise, They 
are brand conscious, and it has 
been emphasized by leading deal- 
ers that even the youngsters have 
a pretty thorough knowledge of 
the sports in which they are in- 





The Retailer's Opportunity 


clined to be interested. 

To compete effectively for a 
share of this market, it is essential 
that the hardware store offer a 
complete line of standard, medi- 
um-priced merchandise. Gone are 
the days when “cats and dogs” 
could be palmed off for no other 
reason than that the customer 
could find nothing more satisfac- 
tory. Customers today have a wide 
range from which to select, and 
no longer will they accept inferior 
substitutes. Their business will go 
to the store with a variety of de- 
pendable merchandise. 

For full effectiveness, sporting 
goods should be given a prominent 
position in the store with displays 
which permit merchandise to be 
handled and inspected. Such dis- 
plays have great sales building 
value. Usually the sporting goods 
customer is a careful buyer, and 
he wants to inspect a number of 
items before making a final choice 

It is important too that 





ment of exclusive sporting 


goods stores. And since 

in any event the natural Often termed a “sportsman’s 
outlet for these products paradise.” the South offers a 
is the hardware $store, 

many such stores have constantly expanding market for 


taken advantage of this 
opportunity to build up a 
substantial source of in- 
come. Small shelf displays 
have given way to full- 
fledged departments, and 
numerous dealers have 





sporting goods. 
who recognizes the sales poten- 
tial, this line can bring a sub- 
stantial share of annual volume 


To the dealer 


enough space be provided 
in the sporting goods de- 
partment for customers to 
browse and engage in con- 
versation with other cus- 
tomers and salesmen. Such 
friendly contact with cus- 
tomers enables a dealer to 
determine what a sports- 
man likes and wants. 
Show windows can be 
an important means of at- 
tracting sports enthusiasts 
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Display Ideas for Attracting 
Sporting Goods Business 
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to the store. No merchandise in the 
hardware store’s inventory lends 
itself better to attractive window 
displays, and because of year- 
round sports participation in the 
South, sporting goods can be 
featured in any given month of 
the year. Then, too, carefully 
planned windows keep attention 
focused on sporting goods. Over 
a period of time the customer wil] 
tend to identify the store with his 
sporting goods needs. 

Most important of all, perhaps, 
is the person responsible for sell- 
ing sporting goods. In the case of 
the small-town store where the 
sales staff is limited, the owner 
must have sufficient knowledge 
of his stock to be of service to his 
customers. 

In larger stores, the special 
sporting goods salesman more 
often than not knows his mer- 
chandise better than the owner 
himself. Adequate stock, proper 
displays and advertising are im- 
portant, but the man who does 
the selling must stay abreast of 
the sporting goods field if he is to 
render the kind of service that en- 
courages repeat customers—and if 
the store is to obtain its share of 
a sporting goods market which, on 
the basis of past records, is likely 
to exceed $100,000,000 in the 
South during 1950. 





Two Neighborhood Stores 
Stimulate Serviee .... 


SING two neighborhood stores 
U: an integral unit insofar as 
possible, despite the fact that they 
are about four miles apart and in 
completely different type com- 
munities, has served to stimulate 
service and promote sales for Louis 
Wagner, owner of the two Mem- 
phis stores. 

One of these, Louis Wagner's 
Hardware Store on Thomas Street, 
is located in an industrial section, 
with a higher Negro population 
and a lower buying power. Here 
about 3,500 items are carried—the 
same number stocked in the other 
store, Sauer’s Hardware Store on 
Summer Avenue. 

Because of its location, the 
Thomas Street store carries items 
of a slightly different grade. 

When one store doesn’t have an 
article sought by a customer, a 
quick ‘phone call checks the stock 
in the other store. Despite the dis- 
tance involved, Wagner has worked 
out a system of delivery that has 
proved highly satisfactory. He 
makes at least one trip a day be- 
tween the two stores. 
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Cashing in on 


GUNS 


By John Martin 


VER since the “Buffalo Bill 

Rifle” won the West, arms and 
ammunition have been a growing 
industry. Even before this, and as 
far back as 100 years ago when 
Walter Hunt’s patent No. 6,663 for 
the “Volition Repeater” gave us 
the forerunner of the modern re- 
peating rifle and shotgun, notable 
achievements have been made in 
weapons, cartridges, shot shells 
velocities, range, powders and 
many other elements affecting 
shooting, 

Many blanks have been shot 
since the old-time hunters threw 
away their powder horns and bul- 
let pouches which they used to 
load, slowly and laboriously, their 
fowling pieces from the muzzle. 
The sport of hunting and shooting 
has enlisted millions of followers 
and at present over 12 million 
Americans are actively participat- 
ing. 

There will be more, despite the 


decline in game bird and animal 
populations. Hunting is second 
only to fishing as a national sport 
when the number of participants 
and the amount they spend are 
considered. A billion dollars an- 
nually would not be an exagger- 
ated estimate of the number of 
dollars spent by followers of the 
shooting game. 

Thus it requires no 
wizard, no economics genius to 
tell us that a gun department 
plays a highly important role not 
only in the sporting life of Amer- 
ica, but also in American indus- 
try. Guns and ammunition are big 
business and they are important 
factors in the sales and profit 
volumes of both large and small 
businesses. 


financial 


Manufacturers and their re- 
searchers have been improving 
their products, and along with 
these advances there has been a 


steady increase in demand by 
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benefits 
from this well-trained and help- 
ful salesman, Where possible the 
gun department should be under 
the direction of specialists. Be- 


Above, this customer 


low: this gunsmith fits a poly- 

choke, one of the many additional 

items demanded by the shooting 
enthusiast 


users of firearms. But what has 
the dealer been doing with his 
gun department? Many have kept 
pace; others have stood still or 
gone backward. 

Improvement and progress are 
accompanied by increased sales 
and profits, and this concerns 
even the one-bird-dog-town deal- 
er, who is an important outlet for 
arms and ammunition and hunting 
accessories. The small hardware 
store, multiplied many times, per- 
haps is the most important mer- 
chandising medium for’ guns, 
shells, cartridges and hunting 
supplies. This is true, particularly 
in the South, where small city and 
rural sportsmen comprise the 
hunting majority 
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In selling guns it is necessary to have available the services of a gun- 
smith. Smaller dealers often can make arrangements with an independ- 
ent gunsmith, either in the same town or within fast shipping distance 


A successful gun department in- 
volves many operations, the num- 
ber and extent of which vary ac- 
cording to the size of the business 
and the number of customers 
served or anticipated. It would 
be unreasonable to say that all 
dealers who cater to hunters and 
shooters should undertake a tre- 
mendous and expensive expansion 
program. Just as unreasonable as 
it is for a hunter to buy a duck 
gun and a Chesapeake retriever 
for a half-morning on a desert for 
mallards. 

But how long has it been since 
a covey of quail walked through 
the front door and asked to be 
executed wholesale? The trend is 
toward cautious operation, but this 
does not mean cautiousness at the 
sacrifice of complete stocks and 
alert, aggressive selling. 

Getting the customer and keep- 
ing him is a job that requires 
more than a double-barreled gift 
of gun gab, although this always 
is a big help. Unlike many other 
forms of merchandising, satisfac- 
tory gun and ammunition selling 
calls for such things as personal 
touch, skillful and often patient 
explanation, trade-ins, and among 
many other angles, customer-con- 
fidence. 

Remember, you can cuss a man, 
but don’t talk about his gun and 
dog. 
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Plans for an expanded and im- 
proved gun department should be 
based on some such carefully 
formulated policy of operation as 
the following: 

1. Spare no effort or expense 
in keeping as many sportsmen as 
possible supplied with the exact 
model gun they desire. 

2. Use no sales pressure what- 
soever on sportsmen. Customers 
buy the exact model gun they 
have their hearts set on. They are 
never pressured into buying guns 
not of their choice. 





Sporting Goods 
Special Issue 


HIS issue of SOUTHERN 

HARDWARE is devoted in 
large part to the merchandising 
of sporting goods, in recognition 
of the fact that this line offers 
hardware dealers almost un- 
limited opportunities for increas- 
ing both volume and profit. 

This is particularly true in the 
South, where many items in the 
sporting goods line are sold the 
year around; where lakes, streams 
and thousands of miles of coast 
line offer the best of fishing: 
where vast areas are open to 
hunting; and where many other 
sports are becoming of major im- 
portance. 











—— 


3. Supply all new guns 
catalog list prices and sell all used 
guns at prices substantially low: 
than new and as reasonably 
possible. 

4. Provide complete 
tion to all inquiring sportsme 
with reference to guns, ammun 
tion, hunting regulations, gu 
clubs, shooting events and 
allied data of interest to shooter 

5. Encourage young peopl 
interest in hunting, as a wonde1 
ful sport, as a healthful, whole 
some outdoor recreation and as 
character-building factor in th¢ 
development 

This could be 
model policy, even for gun deal- 
ers without large display facili- 
ties, heavy inventories and exten- 
sive promotion. The merchandis- 
ing of firearms is fundamentally 
the same as any other form of sell- 
ing. It starts with buying, of 
course, followed by 


inform 


regarded as 


advertising 
display, and then the all-impor- 
tant sale. After this comes service 
repair and trade-ins. 

This calls for the dealer him- 
self, or his gun department man- 
ager—depending on the size of 
the business—to have a_back- 
ground in guns, rifles and ammu- 
nition. The more extensive the 
better. 

It is desirable for the gun de- 
partment to be under the per- 
sonal direction of a_ specialist, 
whenever possible. 

Smaller dealers who handle 
these sales personally have found 
it profitable to learn all they can 
about weapons and their use. The 
larger hardware and_= sporting 
goods stores demand a gun expert 
behind the counter. He is the key 
to the whole set-up. His qualifi- 
cations are obvious. He should 
know how to take down and as- 
semble all types of sporting arms. 
He should be identified in the 
shooting and hunting game as an 
active participant. Above all, he 
should know how to take a sin- 
cere and personal interest in each 
customer. This is more important 
in gun sales than in any other 
form of merchandising. And in 
this it is the No. 1 consideration. 

The gun department and its 
volume of sales is built around the 
man who runs it. 

Gun display offers a wide range 
of choice. The most popular dis- 
plays for the largest number of 
stores are vertical, open gun 
cases, although there are many 
who prefer to keep guns under 

(Continued on page 86) 





SOUTHERN HARDWARE for FEBRUARY, 1950 














XUM 


W. E. Reardon, manager of a 
store in a town of less than 8,000 
people, realizes a substantial 
volume from sales of athletic 
equipment and supplies 


By 8S. W. Ellis 


Cultivating the 
Market for 


ATHLETIC 


Woevefinea ¢ for sports is not 
i ‘sconfined to the large cities. 
The youngster in the small town 
gets as much pleasure from kick- 
ing a football or banging out a 
fly as his big-city cousin, and the 
small-town dealer who capitalizes 
on this potential market will find 
that a substantial portion of his 
volume comes from the sales of 
athletic supplies and equipment. 
One dealer who has done just 
this is W. E. Reardon, manager of 
the Hempstead Hardware Com- 
pany in Hope, Arkansas. Though 
located in a town of less than 
8,000 people, Reardon, through 
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SUPPLIES 


adequate promotion and careful 
cultivation of the potential mar- 


ket, has built this merchandise 
into one of his largest volume 
lines. 


By constantly promoting ath- 
letic equipment for use by schools 
and club teams, Reardon has suc- 
ceeded in tripling his volume on 
this line since the store opened 
three years ago 

By every means, he has en- 
couraged and appealed to this 
natural enthusiasm for sports. As 
he explains it, “We deliberately 
set out to popularize, even more, 
football and baseball among high 


By constantly pro- 
moting athletic sup- 
plies for use by 
schools and teams, 
this store, in three 
years, has tripled 
its volume on this 
line. Sponsorship of 


sports broadcasts 
helps popularize 
sports participation 
among the young- 
sters 
_ 
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school students and the adult 
spectators.”’ 

When listeners dial in the foot- 
ball game on local radio station 
KXAR, they are reminded, many 
times during the broadcast, that 
the Hempstead Hardware Com- 
pany is making the _ broadcast 
possible 

In baseball season, the story is 
repeated. The company sponsors 
the broadcast, And it is the com- 
pany that sells much of the base- 


ball equipment used by the 
county’s amateur and semi-pro 
teams. 


Typical of these is the Ameri- 
can Legion team, one of the best 
in the area. Reardon supplied the 
uniforms and much of the equip- 
ment for this team 

Good uniforms, he lead 
the way to other sales in equip- 
ping teams. His makes a 
specialty of uniforms. As a result, 
when bids on this equipment are 
invited, the Hempstead Hardware 
Company more often than not is 
the low bidder 

“Sometimes we don’t make a 
large profit on a bid,” said Rear- 
don. “But that’s satisfactory with 
us. We're out to make the town 
football-conscious in the fall and 
baseball-conscious in the spring 
and summer. Outfitting a popular 
team is one of the surest ways to 
stimulate more interest in the 
sport. And it is a surefire way of 
calling attention to the fact that 
we sell athletic equipment.” 

Sports enthusiasts are never 
permitted to forget that this dealer 
puts athletic equipment first in all 
seasons. A large display table just 


says, 


store 


(Continued on page 76) 
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In the South it’s 
Fishing Tackle to the Front 


ISHING tackle has become a 

major line in a large propor- 
tion of the southern hardware 
stores. No longer are small dis- 
plays hidden away in _ broken- 
down display cases or relegated 
to a minor position in the store. 
Most southern hardware retailers 
have capitalized on the ever- 
growing enthusiasm for fishing 
with the result that volume has 
increased year by year. 

On an average, sporting goods 
now account for more than 10 
percent of total volume for those 
dealers who have given special at- 
tention to the promotion of this 
line, and of this sporting goods 
volume, fishing tackle 
sales are second only to 
firearms and ammunition. 

With personal income in 
the South holding at a 
high level, the outlook for 
fishing tackle sales during 


with an appeal to a specialized 
group. The average fisherman 
doesn’t have to be sold on his 
sport—he’s already a rabid fan— 
but he does seek information 
concerning new products and the 
special features of the equipment 
which he uses, 

The hardware dealer with a 
good inventory of fishing tackle 
and who wishes to MOVE this in- 
ventory must be capable of selling 
his customers intelligently. He 
should be able to make satisfac- 
tory recommendations; and even 
if he is not an active fisherman 
himself, it is to his benefit to have 
a “speaking acquaintance” with 


Already a major line for many 
southern hardware stores, fish- 
ing tackle again will be a large 
volume line in 1950 as dealers The 


Likewise, the larger stores have 
found that it pays to have a dis- 
tinct sporting goods department 
with ample display and demon- 
stration space. While many smail- 
er stores may find this a practical 
impossibility, there should be at 
least a distinct display section 
where fishing tackle is unen- 
cumbered by the presence of non- 
associated lines. In either case it 
is of utmost importance to keep 
fishing tackle on prominent dis- 
play all year long. 

Fishing tackle was never in- 
tended to be displayed behind 
glass. Most effective are displays 
of the open type which permit the 
customer to try the “feel” 
of any rod that strikes his 
fancy. Reels, plugs, and 
other lines, likewise, 
should be readily avail- 
able for inspection. 
importance of a 


1950 is no less bright. Of . ae , wide variety of quality 
the estimated 25-30 mil- capitalize on the ever-growing merchandise cannot be 
lion active fishermen in enthusiasm for this _ sport over - emphasized. In sell- 


this country, the South 
probably has more than its 
proportionate share; and blessed 
with favorable climatic conditions, 
these southern fishermen are not 
forced to confine their activities 
to a few months of the year. In- 
stead, it’s an all-year sport over a 
large part of the South. 

The spring and summer months. 
naturally, are the heaviest months 
as far as sales are concerned. Dur- 
ing this period, buying reaches a 
peak, but there is no halt when 
summer ends. The fishermen (who 
never have enough equipment) 
keep buying and fishing, and the 
hardware’ retailer realizes a 
steady rather than merely a seas- 
onal profit from this line. 

While the South offers certain 
natural advantages in the promo- 
tion of this line. successful deal- 
ers have used various. well- 
planned promotional and selling 
devices for making the most of the 
opportunity to build a substantial 
fishing tackle volume. 

Most dealers agree that a sound 
knowledge of stock is essential. 
Fishing tackle is a specialty line 
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tne equipment he sells. This is 
especially true of the small-towr 
store where the sales staff is not 
sufficiently large to permit a full- 
time sporting goods specialist. 

Larger stores with larger sales 
staffs have found it advantageous 
to have a special sporting goods 
salesman. Many recommend a 
young man with a natural en- 
thusiasm for sports who is allowed 
to devote full time to sporting 
goods. Such a specialized salesman 
affords the store an opportunity to 
offer a real service to the fisher- 
men. 

As a sports enthusiast this sales- 
man will have a good knowledge 
of tackle, what it is used for and 
why. He should be able to taik 
with the beginner as well as the 
expert, and he should know where 
the best fishing is locally, when 
they are biting and how they can 
best be taken. Such service will 
mean the eventual establishment 
of the store as fishine head- 
quarters in the minds of fishermen 
in the community. 


ing fishing tackle a dealer 

is catering to a special in- 
terest or hobby of his customers. 
It is no longer sufficient to stock 
a few hooks and a haphazard as- 
sortment of cheap rods and reels. 
Fishermen demand good mer- 
chandise, and while there is a 
place for inexpensive lines, there 
should be in stock something to 
show in every price range, with 
special emphasis upon a wide 
variety of good, medium-priced 
items. Generally, fishing tackle 
offered to customers should be 
high-quality, dependable mer- 
chandise featuring products of na- 
tional reputation. Successful re- 
tailers agree that customers will 
accept no less—that is, customers 
who can be counted on to “come 
around again.” 

While variety of stock, ade- 
quate displays, and _ intelligent 
salesmanship are of primary im- 
portance in building up fishing 
tackle business, some dealers use 
special promotional ideas to bring 
additional publicity to the store. 

One of the best of these is the 

(Continued on page 76) 
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SPORTING GOODS 


All-dealer show con- 
ducted by Walthour & 
Hood and Beck & Gregg 
attracts large crowd 


Atlanta, Ga. 


approximately 
sporting 


RDERS for 
$100,000 worth of 
goods were placed by the 


all-dealer sporting goods show 
jointly conducted by Walthour & 
Hood Company and Beck & Gregg 
Hardware Company, January 16- 
17, in Atlanta, Georgia. 

Dealers from practically every 
state in the Southeast viewed the 
latest items in fishing tackle lines 
shown by the 55 exhibitors, all 
nationally known manufacturers 
or distributors of Sporting goods. 
On display were the latest in line, 
lure, bait, rods, reels, camping 
equipment and athletic goods. 

In announcing plans for the 
show, W. M. Huie of Beck & Gregg 
and Wingfield Short of Walthour 
& Hood had stated that the ex- 
hibit was intended to be a buying 
show where dealers could place 
on-the-spot orders for their spring 


Top: Part of the 
crowd of 375 retail 
dealers who attend- 
ed the Atlanta show 
stop at booths to 
talk with and re- 
ceive demonstra- 
tions from manu- 
facturers or their 
representatives. 
Much interest was 
shown in new pro- 
ducts being offered, 
and officials of the 
sponsoring com- 
panies, Walthour & 
Hood and Beck and 


Gregg. reported a 

heavy volume of 

orders. At _ right: 

After watching 

demonstrations, 

dealers placed or- 
ders 
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more 
than 375 dealers who attended the 


EXHIBITS 





and summer merchandise. 

Buyers indicated their interest 
in sporting goods by placing ap- 
proximately 425 orders, express- 
ing their enthusiasm for the at- 
tractive presentation and the com- 
pleteness of the lines on exhibit. 

Booths were staffed by manu- 
facturers’ representatives and 
members of distributing firms who 
gave dealers demonstrations of in- 
dividual products and first-hand 
information concerning the lines 
exhibited. 


Fon City Reels 








Much interest was shown in the 
glass rods, which were offered by 
virtually all the large manufac- 
turers, and in many specialty 
items. 

Sales personnel from both Wal- 
thour & Hood and Beck & Gregg 
assisted dealers in making up 
their orders. 

A feature of the show was Ben 
Hardesty, bait and fly casting 
champion, who gave several cast- 
ing demonstrations during the 
two-day show 


an) 


=. 
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REFLECT DEALER INTEREST 





Memphis, Tenn. 


HE Mip-SouTH’s first fishing 
"hl tockle show, a two-day an- 
gler’s eye-opener sponsored by Or- 
gill Brothers & Co. in Memphis, 


Tenn., January 19-20, attracted 
more than 400 retail hardware 


dealers. 

Directed by John Hunter, buyer 
for the Orgill sporting goods de- 
partment, assisted by company 
sales personnel and manufacturers’ 
representatives, the exhibit had 42 


booths featuring the displays of 53 
leading manufacturers of fishing 
tackle. 

Dollar volume of sales was 
termed by Hunter and Edmund 
Orgill, company president, as 
“highly satisfactory.” 

Retail dealers, notified of the 
show through a seven-week direct 
mail advertising campaign, ex- 
pressed enthusiasm for the show 
and the opportunity to see much 
merchandise with which previous- 
ly they had been unfamiliar 





SOUTHERN HARDWARE for FEBRUARY, 1950 


Volame buying repeort- 
ed at shows sponsored 
by Sullivan Hardware 
Co. and Orgill Brothers 


Anderson, 8. C. 


ORE THAN 200 dealers at- 
[VI tended the second annual 
Dealers Fishing Tackle and Sport- 
ing Goods Show conducted by the 
Sullivan Hardware Company in 
Anderson, S. C., January 10-11. 

Visiting dealers saw the latest 
products of more than 50 manu- 
facturers. The purpose of the show 
was to enable dealers to acquaint 
themselves with the many new 
items being offered prior to the 
spring season. 

The widespread interest of buy- 
ers was evident in the large 
volume of orders which were 
placed during the two day event. 

With manufacturers or their 
representatives on hand in all 
booths, dealers took advantage of 
the opportunity to receive demon- 
strations of new products and to 
talk directly with manufacturers. 

Salesmen for the Sullivan Hard- 
ware Company aided dealers in 
placing orders for spring mer- 
chandise. 


Numbering more 
than 200, retail 
dealers visiting the 
show sponsored by 
the Sullivan Hard- 
ware Co. top, 
placed a large vol- 
ume of orders. In 
1949 this company 
held what is be- 
lieved to be the first 
show of its kind in 
the South. Left: As 
the result of the en- 
thusiastic reception 
given the Orgill 
Brothers show by 
dealers, Edmund 
Orgill., president. 
announced that the 
company hopes to 
make the show an 
annual event 
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FisHin6e TAcKLeE 


Is a Year=- °*Roound Business 


ISHING tackle is a year ‘round 

business over a large part of 
the South, yielding a_ steady, 
month-by-month profit to those 
dealers who put their displays 
and promotional activities on a 
year ‘round basis. 

R. M. Paul, owner of Paul’s 
Hardware and Sporting Goods 
store in Beaumont, Texas, has 
discovered this profitable fact. 
Since placing year ’round empha- 
Sis on this line, he estimates that 


his volume has increased 50 per- 
cent—not just in sporting goods, 
but for the entire store. 

The store’s display of fishing 
tackle occupies a prominent posi- 
tion near the store entrance, 
where customers are exposed to 
its appeal on entering and leav- 
ing. But Paul uses other ideas in 
making fishing tackle one of his 
largest volume lines. 

Of these, one of the best is the 
week-end seining parties. All dur- 











Left, fishing tackle is 
given year-round dis- 
play in a prominent 
position in Paul’s 
Hardware & Sporting 
Goods Store, Beau- 
mont, Texas 





R. M. Paul, left, owner 
of the store, discusses 
plans for a week-end 
seining party with his 
assisiant manager 





ing the week, customers andi 
prospective customers are invited 
to join with store personnel on 
Saturday night for many hours of 
fun and relaxation. 

If the group is large enough, it 
is invited to join either Paul or 
the assistant manager who head 
the two groups. The two groups 
then challenge each other for the 
largest catch. The losing group 
cleans and cooks all the fish that 
the entire group can eat. If at any 
time during the week enough cus- 
tomers want to organize a party, 
Paul closes the store and they all 
go on the seining party. 

“This may seem to be an excel- 
lent way to lose your customers— 
by being closed when they need 
something,” Paul said, “but, it 
seems to work just the opposite 
with us because nearly all of our 
customers have been with us at 
one time or another, and, rather 
than take their business some 
place else, they return the next 
day when we are open.” 

Paul states that men interested 

(Continued on page 82) 
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Developing the Market for 






By Bill Abbott 


to be near the water to make 
outboard motors a volume item. 
They sell nearly as well in inland 
towns as at lakes and on the 
coast. And they have many other 
advantages, such as drawing trade 
for other lines, if they are proper- 
ly promoted. 

These are the findings of E. 
Dean Hughes, partner in and 
manager of the Hughes Hardware 
Company at Bartow, Florida, who 
in two years has pushed his sales 
of outboards and accessories to an 
annual gross of more than $10,000. 

In his Florida location Hughes 
has advantage of almost year- 
around use of outboards, but aside 
from that he believes his fran- 
chise is typical, and is indicative 
of what many other southern 
dealers may do. 

Bartow is a small city of 10,000 
population in an agricultural area 
in South Florida. It is 50 miles 
from Florida’s West Coast and 40 
miles to the nearest large fishing 
grounds. It has five dealers sell- 
ing outboard motors. 

In spite of these seeming dis- 
advantages, Hughes has made 
outboards a major item in a gen- 
eral hardware store as the result 


ao. retailers don’t have 


of constant promotion and sales 
effort. 

“But frankly,” he said, “we 
don’t push them as hard as we 
could. We just don’t have the time 
and manpower. We could put a 
man exclusively on outboards, but 
we’re not big enough yet for 
that.” 

Meantime, he is 
more outboards a year with 
counted accessories, such as boats, 
speed propellers, life preservers, 


selling 50 or 
un- 





E. Dean Hughes points out 
manufacturers’ sales helps—an 


factor in building 


sales 


important 


SOUTHERN HARDWARE for FEBRUARY, 1950 


An 
been no deterrent to this 


outboards a major 


inland location has 


store which through con- 


stant promotion has made 


line 


seat and lubricants, in 
addition to fishing tackle and 
other sporting goods whose sales 
are developed by outboard busi- 
ness. 

“It's a very good line,’ Hughes 
said, “and it has many beneficial 
points for the retailer. For one 
thing, you get an exclusive fran- 
chise and a lot of the manufac- 
turer’s sales helps. You get an 
item with a fair trade price, and 
outboards are definitely a draw- 
ing card for any sporting goods 
department. Therefore, it is a 
traffic builder for general hard- 
ware.” 

A well-stocked sporting goods 
section helps, of course, to sell 
outboards, but Hughes estimated 
that in his business it is the other 
way around. He believes out- 
boards do more to sell sporting 
goods than they are helped. 

Outboards present some prob- 
lems, however, like all other lines, 
and Hughes does not minimize 
them. They require effort, 
financing and service for an in- 
ventory that runs between $2,000 
and $3,000 for motors, boats and 
accessories. They also entail trade- 
ins. 

“The 


cushions 


sales 


prime essential for out- 


7I 








board business,’’ Hughes observed, 
“is interest. If you haven’t got 
someone in your store personally 
interested in outboards, you might 
as well not stock them. Outboard 
users are a Class unto themselves. 
They’re all enthusiasts. They live 
and sleep outboards, and they buy 
only at stores that speak their 
language.” 

For outboard promotion, Hughes 
added, frequent demonstrations 
are necessary, and participation 
in outboard regattas is beneficial. 

“That’s when buy out- 
boards,” he explained, “when 


users 


they see them run. Actually, we 
sell more this way than in the 
store.” 

For that reason, Hughes is a 


prominent figure at every gather- 
ing of outboard fans. He 
many week-ends for fishing, to 
mix pleasure with the business of 
demonstrating an outboard to a 


uses 


prospective customer. He is an ac- 
tive member of the Florida Fed- 
eration of Outboard Clubs and the 
American Power Boat Association. 

Through 


this activity he gets 



















Demonstrations are important. 
Above, Hughes points out fea- 
tures of a motor prior to taking 
the customer for an outboard 
ride. Right: Hughes attends 
outboard regattas held in his 
trade area. He finds that these 
events stimulate sales of out- 
boards 
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most of his customers who 
eventually make his store a sort 
of informal outboard head- 
quarters. 

“Once they get to that point,” 
Hughes said, “they’re hooked. No 
man who ever buys his first out- 
board and enjoys it will stop 
there. He’ll have to have a bigger 
one and a new model the next 
time. Their repeat business does 
much to build volume.”’ 

Hughes tries to stock 
every model of his line, but con- 
centrates on 712 and 10-horse- 
power motors. The little 312- 
horsepower size, he said, virtually 


one of 


sells itself and makes customers 
for larger types. 
Only about half his sales are 


for cash, and he finances the re- 
mainder on 10-month contracts 
Another thing to watch, he ad- 
vised, is trade-ins. They are a 
major medium of sales, but a re- 
tailer must push them constantly 
so as not to become overloaded 
Here again is where a personal in- 
terest in outboards is required. 
“It’s just like the automobile 


mee 


business,” Hughes explained. “You 
have to go out and sell both new 
and used models. You can’t do it 
staying in your store.”’ 

Service is another problem. I 


dealer has adequate space and 
facilities, service can be a great 
sales asset, but Hughes has found 
it more convenient to handle only 
minor repairs and accept motors 


for major repairs on an 
basis for a service establishme 
in Tampa, 40 miles away. 

“IT believe this a_ solution 
many dealers,” he said, “especially 
small ones. It requires no invest- 
ment and little trouble. All y 
have to do is to make an arrange- 
ment with you 
establishment and 
for a discount.” 

This operates especially well f 
outboards, Hughes explained, be- 
cause rarely is a rush job de 
manded, and truck, bus and aut 
mobile transportation has shrunk 
en distances. Often Hughes waits 
two or three days to get severa 
motors to take on one trip to th 
repair shop. He can keep in in- 
stant touch with it by telephone 

This service is so dependable 
that Hughes can advertise it as 
his own and at the same time use 
it as an effective promotion. He 
uses ads in his local news- 
paper to announce demonstrations 
several times a year and to help 
build up outboard regattas with- 
in a 50-mile radius of his town. 


agel 


nearest 
take its 


repalil 
wo: 


* 


also 


Because his store is within a 
block of the county courthouse, 
Hughes does not sell fishing 


licenses, but this is another means 
by which dealers could develop a 
(Continued on page 78) 
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They Specialize in 
HoBBY 
SUPPLIES 


By L. H. Bugg 


NTHUSIASTIC promotion of 
| hobby supplies in their hard- 
ware store has enabled Mr. and 
Mrs. Merle A. Prestwood, of 
Chattanooga, Tenn., to turn the 
model shop of their store into a 
profitable and popular sideline. 

Operating their store on one of 
Chattanooga’s busiest thorough- 
fares, the young couple meets the 
neighborhood demand for garden 
hose, bicycle parts, paint and 
other items in a store that has a 
cheerful and uncluttered atmos- 
phere. But hobby supplies are the 
cherished sideline of both. 

Just behind the show window 
and visible to passers-by, this sec- 
tion stocks model airplanes, auto- 
mobiles, trains, and ships, as well 
as various model parts, such as 
propellers and airplane engines, 
tools for working on the models, 





























glue, fast drying paint, and a 
supply of hobby magazines 

On week days after school, and 
especially on Saturdays, young- 
sters come and go, talking shop, 
seeing what’s new, and buying 
their model supplies. The Prest- 
woods encourage regular custom- 
ers, whom they call by name, to 
wait on themselves; and a few of 
the youngsters serve as volunteer 
clerks. It’s all part of the fun in 
operating a hobby shop 

“Kids are the ones most inter- 
ested in models,” said Prestwood, 
“kids from five to a hundred and 


Hobby supplies sold by Mr. and 
Mrs. Merle A. Prestwood, shown 
here, include model airplanes, 
boats and automobiles. Con- 
tests sponsored by the store 
have helped build business 
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five.” Many adults, including 
some old men, are customers, for 
the various models hold a fascina- 
tion for all age groups. 

Model airplanes, some with gas- 
powered engines and radio con- 
trolled, are a popular item. Some 
are jet models, powered by com- 
pressed air, Made up in kits by 
the manufacturer, some require 
only the assembling, while others 
require some whittling work be- 
fore they can be put into opera- 
tion. 

A football field near the store 
serves as an area for fans who wish 
to put their planes through test 
flights. Parks are sometimes used. 
for many of the planes have 
mufflers to cut down their noise. 

For the patient craftsman in- 
terested in more intricate work, 
the shipbuilding hobby is more 
challenging than others. Sailing 
ships are the most popular in this 
category. In the train department, 
the most popular items are the 
miniatures with a historic sig- 
nificance—the first freight and 
passenger trains. Fords, Jeepsters. 
and covered wagons also are in 
demand. 


Promotes Contests 


The Prestwoods foster friendly 
competition in their monthly 
model contests, which are judged 
on the basis of the age of the com- 
petitor, craftsmanship displayed, 
and the detail in evidence. The 
prize is an airplane ride with 
Prestwood, who as a former Air 
Force flyer, pilots a Piper Cub 
Trainer. 

For the dealer who contemplates 
operating or installing a hobby 
section, Prestwood has this ad- 
vice: keep alert to the changing 
demands of the up-to-the-minute 
youngsters. He is fortunate in 
having a supplier who is usually 
one jump ahead of the changing 
demands in the model field, and 
thus can offer quick deliveries. 
but these same changing styles. 
he warns, indicate that a dealer 
should take care not to overstock 
in any one item that may become 
outmoded. 

Little advertising is used by the 
Prestwoods, but the model parts 
are nationally advertised by the 
makers in hobby magazines. 

“We believe,” said Prestwood. 
“that at least 30 percent of our 
customers shop for models. And 
while some hardware items are 
seasonal, our Hobby Corner at- 
tracts customers the year-round.” 
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“Swap a Plug” Board Lures 


Fishermen to This Store 


a Plug” Club, developed by 
W. C. Johnson, hardware retailer 


A NOVEL traffic-building “Swap 


in Panama City, Florida, has 
proven an effective means of 
building up fishing tackle sales 


and good-will. 
Under the plan 
huge display panel 
the left front of the store, im- 
mediately inside the entrance. 
Five feet high by three and one- 


developed, a 
is located at 


half feet wide, the panel is 
finished in white, with brass 
hooks in rows down its surface 


which will accommodate some 85 
plugs or lures. Thus hung where 
it attracts a lot of attention from 
visiting tourists and fishermen, 
the panel is lettered at the top 
“SWAP A PLUG—ANY PLUG 
AND 25 CENTS.” Shown below 
are from 50 to 80 lures and plugs 
which have been brought in by 
fishermen customers, and of 
which the customer may have by 
paying 25 cents and leaving an- 
other lure in “fishing order.” 
Few of the lures on display are 
shown for more than three or 
four days before they are ex- 
changed, according to Johnson. 
Frequently, the plugs traded in by 
fishermen anxious to try their 
luck with another variety are 
sold again within an hour, during 


The Swap a Plug 
board offers the 
fisherman a 
chance to try a 
new lure at little 
expense. For 25 
cents he may se- 
lect one of these 
plugs, leaving in 
turn one of his 
own which is 
then placed upon 
the board. More 
than 500 custom- 
ers traded plugs 
during 1949, their 
names being tak- 
en for direct- 
mail advertising. 
The idea has 
been an effective 
means of attract- 
ing new business 
to the store 





3 WAP 


our iF 
Jour Ol Pug , 
4 s ti j 





the North Florida city’s long fish- 
ing season. Likewise, there are 
instances in which a single cus- 
tomer has bought as many as fifty 
plugs through the season in this 
way. 

“The idea has been a _ potent 
traffic-builder,” Johnson _indi- 
cated, “since one sportsman tells 
another, and newcomers like to 
drop around to the store and see 
how the plan works out. This, 
naturally, gives us a chance to 
display our complete salt and 
fresh water fishing tackle, and to 
make additional sales. We are 
constantly selling large orders of 
tackle to customers who might 
never have been in the store, if it 
had not been for the attraction of 
the Swap Club.” 


The Florida dealer makes no 
restrictions on the Swap Club 
other than insisting, of course, 


that the plug traded in be in good 
condition, and ready for fishing 
use. Thus, those on display are 
impressively clean and bright, and 
stimulate the usual Isaak Walton 
to trying three or four. More than 
500 customers were “Swap Club 
members” during 1949, their 
mames and addresses taken for 
direct-mail advertising, and each 
taken on tour of the store, to look 
the stock of sporting goods. 
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Store Meetings and Radio Ads 





T TAKES consistent promotioneto 

build a big paint rrolume such 
as is enjoyed by the Lambert- 
Grisham Hardware Company, Hen- 
derson, Kentucky. 

This store has had an aggressive 
paint selling campaign under way 
for more than two years, and the 
extra volume has proved that paint 
is a product that can be success- 
fully promoted every month in the 
year. 

One of the most important ac- 
tivities of the store in selling paint. 
according to J. L. Lain, store man- 
ager, is the meetings held 
with painting contractors. These 
are usually held when some new 
paint product is to be stocked, and 
usually the meetings are attended 
by factory representatives who are 
prepared to answer questions about 
their company’s products and to 
help the contractor get the best 
results. 


store 


Radio Advertising 


Lambert-Grisham has been using 
a 15-minute radio program for the 
past two years to advertise all the 
merchandise sold by the store. The 


advertising is allotted to paint 
about once each month. 
One of the most noticeable re- 


sults of the radio campaign is the 
increasing number of farmers who 
are regularly painting their trac- 
tors and farm implements so that 


from the 
weather. When farmers are not 
busy with their crops and there is 
opportunity for them to do this 
kind of painting, the radio program 
calls it to their attention 

Contractors, city residents and 
rural residents are mailed bulletins 
describing paint products sold by 
the store and suggesting methods 
of application. This regular mailing 
has increased the retail sales vol- 
ume, according to Lain 


they may be protected 


Sales to Contractors 


Largest sales usually are made 
to painting contractors who have 
jobs of painting new homes or re- 
decorating homes While _ this 
makes for the largest unit sale, it 
has another selling feature, accord- 
ing to Lain. If the paint is good and 
the contractor does a good job, the 
owner will then ask for this paint 
when he wants to do a touch-up 
job himself 

The store with 
painting contractors and renders a 
service to the retail customer of 
the store by recommending a paint- 
ing contractor when the customer 
when a 


also cooperates 


decides to redecorate, or 
customer makes inquiries about 
having a painting job done. Simi- 
larly the painters often send cus- 
tomers to the hardware store. 
Along with radio advertising, 


SOUTHERN HARDWARE for FEBRUARY, 1950 


BUILD 
PAINT 
SALES 


Consistent radio adver- 
tising and close con- 
tact with contractors 
increases paint volume 


By L. H. Houck 


store meetings and direct mail ad- 
vertising, the store uses a constant 
flow of newspaper display adver- 
tising. This newspaper space is 
used to advertise all the merchan- 
dise sold by the store, but a por- 
tion of the space is usually devoted 
to paint, brushes and painters’ 
supplies. 

Gone are the days when paint 
was only sold in volume during 
spring clean-up and paint-up days. 


Constant promotion has made 
paint an every-day seller of im- 
portant proportions in this Ken- 


tucky hardware store 
Paint for Tractors 


Nearly all farmers in the terri- 
tory paint their tractors and tarm- 
ing implements at least once each 
year where formerly they did not 
paint them at all. Unpainted barns 
and farm seldom 
found, and many farmers are now 
painting thei and other- 
wise giving their farms the beauty 
treatment which their 
property and equipment 

Lambert-Grisham’s radio  pro- 
gram is a popular feature. It con- 
sists of a well-known hill-billy 
band, and listeners write in many 
letters praising the program and 
the services of the hardware store. 

Such publicity is an effective 
means of enlarging store traffic. 


residences are 
fences 


preserves 
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Fishing Tackle to 
the Front... 
(Continued from page 66) 

fishing contest. These contests are 
staged and promoted by the store. 
Usually there is a weekly prize 
awarded to the fisherman who, 
during that week, brings in the 
largest fish. 

Other dealers hold angling 
classes, supplying the equipment 
and often awarding a prize to the 
beginner who at the end of the in- 
struction period lands the largest 
or the most fish. This is a par- 
ticularly effective method of cre- 
ating interest among the young- 
sters. 

One Florida retailer 
weekly bulletins which give all 
pertinent information concerning 
local fishing conditions, where 
fish are being taken, and recom- 
mends equipment that probably 
will bring best results. 

All such ideas achieve the ulti- 
mate goal—that of whetting the 
interest of more customers in the 
store’s fishing tackle section. 
There is no limit to such promo- 
tional possibilities. A dealer with 
sufficient merchandising ability 
can maintain a constant interest 
among his customers in fishing 
and in the equipment available at 
his store. 


issues 





Cultivating the Market 
for Athletic Supplies . 


(Continued from page 65) 


beyond the entrance is the perma- 
nent athletic equipment display 
spot. The displays change with the 
seasons, but the equipment is 
there for the young customers to 
admire and to handle. 

Often an entire window is de- 
voted to football, baseball, basket- 
ball, and softball equipment. The 
window is backless, to show the 
complete athletic goods displays 
in the store beyond. 

The store displays have been 
carefully thought out. They were 
arranged so that youngsters can 


examine merchandise without 
breaking other articles, such as 
dishes. 

Newspaper display advertise- 


ments and radio spot announce- 
ments tie in with the window and 
interior displays, At least six spot 
announcements are used each 
week, timed to catch the desired 
listeners. Women are _ reached 
early in the morning, boys and 
girls just after they have had their 
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supper, and men after they have 
been listening to a news program. 

Rearden says that athletic goods 
have proved the best traffic- 
builder he has found. People of all 
ages look at these items and buy. 
Every day, when school is dis- 
missed, there is a period when the 
front of the store overflows with 
boys and girls. 

“We give particular attention to 
the kids,” Reardon says. “We not 
only talk athletics with them, but 
hunting and fishing. The young- 
ster who is interested in football 
or baseball also casts longing eyes 
at our fishing tackle and guns. 

“In a few years they will be 
customers for practically every- 
thing in the store. It is to our best 
interest to give them plenty of 
time now.” 

Reardon drop-in 


values those 





Ammunition Now 
Under Fair Trade 


The leading brands of am- 
munition — Western-Win- 
chester, Remington and 
Peters—are now brought 
under the protection of the 
Fair Trade laws, and both 
wholesalers and retailers will 
be required to observe the 
minimum resale prices which 
are set by the manufacturers. 

As of Mid-January, Fair 
Trade agreements were be- 
ing distributed to the trade 
by the ammunition manufac- 
turers. 











customers, but he does not rely 
upon them for the bulk of his 
volume. Personal contact does 
that. He calls on the athletic 
coaches, the physical directors, 
and the club managers. He visits 
rural schools and encourages them 
to have their own teams. 
Foremost in all his promotions 
is the frequent mention of well- 
known players and athletes who 
have come from small Arkansas 
towns. Hope has some outstanding 
players in several of the competi- 
tive sports, and much of the town 
turns out to see them in action. 
“The dealer in athletic goods 
can do much to build enthusiasm,” 
Reardon says. “The size of the 
town doesn’t matter too greatly. 
Practically every trade territory 
has plenty of uncultivated busi- 


ness for athletic goods.” 

Athletic goods is given the most 
prominent display poster in the 
store, but other allied lines are 
not neglected, Bicycles and whee! 
goods are displayed nearby. 

“The entire front of the store is 
safe for the kids,” said Reardon 
“There’s plenty of room for then 
to move around in and look at the 
athletic equipment. We don’t have 
to hurry them out of the store 
And that’s a good way to treat 
these future customers.” 

Although the store specializes in 
fine equipment for professionals 
and semi-pros, much of the ath- 
letic goods shown in the store is 
medium-priced merchandise that 
school boys and girls can buy for 
themselves. 





Building a Sporting 
Goods Department . 


(Continued from page 60) 
play into two, triangular sections, 
each in a corner of the front sec- 
tion of the department. However, 
in addition, 50 feet of shelving in 
the department are devoted to 
sporting goods. 

«Thompson, known to his friends 
and associates as “Doug,” permits 
his sporting goods department to 
stand on its own feet with promo- 
tion consisting principally of 
“spots” in regular newspaper ad- 
vertising of the store. Yet when 
he undertakes a promotion seri- 
ously, it is done with such 
thoroughness that the impact is 
felt throughout the trade territory. 

Such a promotion was engineer- 
ed when a Greenville man, Vance 
Henderson, was named “Fisher- 
man of the Month” by a national 
sports magazine. The honor came 
after Henderson caught a_ 10 
pound, 10 ounce trout in Colorado 
and won $150 worth of fishing 
tackle in prizes. 

Thompson proved himself an 
ovportunist by seizing this one. 
The fishing tackle awarded to 
Henderson was sent to Thompson 
by manufacturers for presenta- 
tion. The presentation was made 
in connection with a radio broad- 
cast from the Thompson store and, 
since Thompson gave away an 
additional $500 worth of sporting 
goods to holders of lucky tickets, 
the store would not contain all 
who came that night for that pro- 
motion. 

“We run fishing contests in 
season,” adds Thompson, “giving 
prizes for the biggest bass or cat- 
fish or crappie caught anywhere 
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| COIL CHAIN 








There's something about new, 


strong steel chain that appeals to the average man 


The other day I opened up an ACCO-PAK 
of 4" Proof Coil Chain—put it on my 
counter. Just left it there — went on about 
my business. 

First man that came in looked at it a 
minute. Then he couldn’t resist dipping 
in and taking hold of that chain —letting 
it slip through his fingers — playing with 
it, sort of. 

I could see he was trying to think of 





some excuse to buy a length of that chain 
so that he could take it home and put 
it to work. 

You know it didn’t seem any time at all 
till I'd sold the whole 150 feet and opened 
up another ACCO-PAK. 

It’s just like the American Chain jobber 
salesman said. ‘‘Chain is one of those things 
it pays to keep out where men can see it and 
get their hands on it.’ 


Sure, I sell AMERICA N-—the complete chain line 


York, Pa., Chicago, Denver, Detroit, Los Angeles, New York, Philadelphia, 
Pittsburgh, Portland, San Francisco, Bridgeport, Conn. 





AMERICAN CHAIN DIVISION 
AMERICAN CHAIN & CABLE 


In Business for Your Safety 
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DURABILITY 
WITH 


TOP QUALITY 
FEATURES 


The Mohawk is the workhorse of the Coldwell line. 
Designed especially for your customers with average- 
size lawns, it will out-perform and outlast any other 
mower at its price. That's because it’s built on design 
principles which have been proven correct by 80 years of 
experience . . 
possible to put into a mower. Get the facts on the Cold- 
well Mohawk. It can mean business for you this year! 





. because it contains the best materials 


Get Three Steps ahead with the 
Complete COLDWELL 
LINE... 


See how selling the complete 
Coldwell line can put you 3 
steps ahead of competition. 
The DEALER DATA KIT 
contains a// the facts .. . 
describes and prices all 
models . . . illustrates all 
sales helps. Write for your 
kit today! 





















COLDWELI 
LAWN MOWER 


4 


COLDWELL LAWN MOWER DIVISION 





in our territory. But no one is 
eligible for prizes who brings us 
a fish that has been frozen or even 
iced, or dressed. We consider that 
if a fisherman can get here with 
a fish in good condition without 
benefit of ice, then it was caught 
in our trade territory.” 

Thompson has high recom- 
mendations for the sporting goods 
department in a hardware store. 
It helps with diversification of 
merchandise, creates an atmos- 
phere that brings in customers 
and makes all store customers 
sporting goods conscious, Further- 
more, it can be operated without 
additional overhead, he says, be- 
cause when seasons and other cir- 
cumstances make business slow in 
the department, personnel is 
available for any other store ac- 
tivity. 

“Doug” Thompson is a sports 
enthusiast, is part owner of the 
Greenville professional baseball 
franchise and is a hunter and 
fisherman when he can find time 
to go. 

He was asked if he fished ac- 
cording to the advice of the fish- 
erman’s barometer, one of the 
items prominently displayed in his 
sporting goods department. 

“Naw,” he said, “those things 
are no good.” Then he hastened to 
correct himself. 

“What I mean is, they’re fine. 
They’re all right. But not for me. 
I just have to go fishing when I 
can go fishing, regardless of what 
the barometer says.” 





Developing the Market 
for Outboard Motors . 


(Continued from page 72) 
list for direct mail outboard ad- 
vertising. 
At least once a year Hughes 
makes a window display of out- 


boards exclusively, and shows 
them often with other sporting 
goods. He keeps half a dozen 


motors on the floor of his store, 
opposite and facing the counter 
for fishing tackle. 

In the same area he shows life 
preservers, cushions and other ac- 
cessories, but does not attempt to 
stock boats. He sells these from 
catalogs, and finds that method 
feasible because, again, boat buy- 
ers are in no rush, and are willing 
to take a future delivery. 

“We like outboards,” Hughes 
said. “They make a clean, inter- 
esting line with a solid profit. But 
if you’re going to sell ’em, you’ve 
got to first sell yourself.” 
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MILLERS FALLS COMPANY + GREENFIELD, MASSACHUSETTS 
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OW AVAILABLE... The most amazin 
evelopment in fishing tackle histor 





Attention jobbers..valuable territory open 
to live jobbers. Wire or write for details. 


—- SOLD THROUGH JOBBERS ONLY — 


- ‘ ’ 
BACKLASH FISHING Lime 
Free pocket tackle box ce tmtae menos 


with 2 connected spools for 
spinning or bait casting. 


Attractive display box 
with 6 connected spools 
for big game fish. 


WESTERN FISHING LINE 
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BEST 6 WAYS Baca 


LL NOT “BIRDNEST” ! 

Special braiding technique prevents buck- 
ing of line when reel over-runs cast. 

TS 507. FARTHER! 

Exclusive process creates special texture 
hat pays line out 50% faster. 

TS 100% LONGER! 

Braided of monofilament to resist wear 
and tear from all fishing hazards. 
ISIBLE TO FISH! 

Actual tests prove Magi-Braid’s tri-tone 
een color is invisible to fish. 

DS NO LEADERS! 


Gives better action to lure or bait. 


S LESS STRETCH! 


Thanks to the one and only “Original Hot- 
Stretch Process”, which removes all sur- 
plus stretch. 


MAGI-BRAID ..ccccccccccccccee 










































$ ORDINARY FA 
FISHING LINE 
CONTAINS BH 
s44 8 
FILAMENTS 
FACH & 
.00013" 















15-18. TEST 
BRAIDED OF 
MULTIFILAMENT | | 
NYLON YARN 
MAGNIFIED 
5S TIMES 











Pa 15-18. TEST 
Bi BRAIDED OF 
< MONOFILAMENT | B 
CONTAINS 5 SOLID NYLON 
Pore Boe x MAGNIFIED 
nm 
os" '§ 











Cu b& WB N = 













For SPINNING For BAIT CASTING For BIG GAME FISH 
Test Ibs. 4 6 8 Test Ibs. 9 15 Test Ibs. 20 40 
100 yds. per spool 50 yds. per _— 50 yds. per a 
2 spools connected 2 spools connected 6 spools connected 
Every 2 spools (200 yds.) in free Every 2 spools (100 yds.) in free Special display carton with every 
pocket tackle box. pocket tackle box. 6 spools. 


COMPANY: Glendale 4, Calif. 
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A GRANO-NEW 


ALES 
MAKER 


/ 
FoR YOU; 


McKINNEY 


—to tie in with the current trend 
of “more color in the home’’—+#bis 
board displayed in your paint depart- 
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ment is a sure sales stimulator! 
INMEQIATE 


o Pe 
(your reorir-60%) 
DELIVERY —-. —— 


U GEt ™,. dozen of 18 different items of McKinney 
Genuine Forged Iron Cabinet Hardware— 


a FOR FLUSH DOORS FOR %" OFFSET DOORS 





Small knob Throw Over Latch Throw Over Latch 
Large knob Plate Latch Plate Latch 

Drawer pull H Hinge H Hinge 

Heart Door Pull H and L Hinge H and L Hinge 
Butterfly Hinge 61," Heart Strap Hinge 6%" Heart Strap Hinge 
Thumb Latch 8y,”’ Heart Strap Hinge 8%,’ Heart Strap Hinge 


(Regular price through Jobber of these items would be $54.50.) 


@12 additional items mounted (as @Also—a supply of consumer sales 
shown above) on an attractive green literature for counter or mail use. 
Display Board. @And—National Advertising to help 
(This gives you an added bonus of build demand for McKinney Forged 
$3.24 worth of merchandise). Iron Hardware. 


A timely, practical merchandising idea for quick, easy, profitable sales of the 
authentic McKinney Forged Iron Cabinet Hardware. 





Order from your Jobber—or send this coupon 


McKINNEY 


ee MANUFACTURING oe ee ee ed a: ~ 
1400 Metropolitan St., Pittsburgh 12, Pa. a) A Py tee Ned 


| Please ship through jobber indicated below McKinney Hardware kit or kits as checked: 
| #77 with Pastel Green Board at $51.00 (1) #78 with Knotty Pine Board at $51.00 





A 4 






| 

| Firm Name 
| Address _ City State | 
| Name (individual) Title | 
a 


Lasse — —_—= <<To assure prompt delivery, please list two jobbers) = 








Fishing Tackle 


(Continued from page 70) 


in the seining parties form the 
habit of dropping around to the 
store several times each week just 
to hear what happened at the last 
outing. Naturally, the talk often 
drifts to new merchandise which 
makes fishing easier and more 
enjoyable. Thus, the store fre- 
quently makes additional sales. 


50 Percent Increase 


“We estimate the increase in 
our entire store sales as 50 per- 
cent since we started taking an 
interest in our customers and 
helping them have a week-end of 
fun,” Paul said. “The man who 
likes to fish will spend 15 minutes 
to half an hour talking about his 
interests, no matter how busy he 
may be. Thus, by winning the con- 
fidence of the customer, we find 
that our customer list grows 
daily.” 

As a tie-in with the seining par- 
ties, a fresh fish contest is held 
each month by the store. A prize 
is given for the largest fresh 
water bass and another prize for 
the largest fresh water perch. 

The customer must come by the 
store and register before he leaves 
on a fishing trip and return to the 
store for the weighing of his 
largest catch. Anyone can enter 
the contest, whether he is a cus- 
tomer or not. The prize is usually 
a rod or reel or some similar item 
of merchandise of the same value 

This contest has created much 
interest locally, and many pros- 
pective customers visit the store 
and inquire about it. Their visits 
seldom fail to result in additional 
business. 


Contest Pay-off 


“We are repaid many times 
over the cost of conducting these 
contests each month,” Paul said. 
“The number of new customers 
that enter the store each month 
tells us that we have a good pro- 
motional idea, and we plan to 
keep it going as long as it con- 
tinues to draw interest.” 

When a new customer drops in 
to inquire about fishing tackle, 
he is given a fishing calendar and 
a guide listing all the local places 
that are considered good fishing 
grounds. These guides also list 
the types of fish to be found at 
each place and the best tackle to 
catch each type of fish. 


SOUTHERN HARDWARE for FEBRUARY, 1950 














XUM 


me 6 


we 






T’S TRUE: 


(Rs ARE SALES-PROVED 
prooucts . FOR BIGGER VOLUME 



















#309. FUTURO CENTER-PIECE BOWL. Burrite modern 
styling for smartness of design... beautifully 
proportioned bow! to fill in as a decorative aid for 
center-piece table arrangements, for flowers, fruit 
nd/or a serving platter or so many other practical 
uses...available in Burrite standard colors and 
the new metallic copper-tone shade. 


(salt and pepper) Perfectly 
se...a beauty...so completely 
different from ordinagy shakers...scientifically 
designed to assure proper flow...sturdy easy grip 
handle and Burrife’s positive locking cap. 


#308. JUMBO SHAKER 
designed to ple 


COLORS: Two-tone combihation — red and ivory — 
green and iv@ry blue and ivory — yellow and ivory. ) *NSIONS: 12” square x 2” deep 
CAPACITY loz. DIMENSIONS: 3” diameter and 4” high DIMENSIONS: 12" square x 2" deet 


—_ Ses = a a ee 
t 
wf 


Other Burrite Sales Leaders 


%& #303-Futuro Salt & Peppers * #307- 
Dimensions: 3" high x 15s" sq. Futuro Fruit & Seled Bow! 


# #302-Future Divided Plate Pumensions,7"sa-x 26" deep 


Dimensions 10” square 
* #300- 





*% #306~Hande Batter Bow! Futuro Fruit & Scled Bow! 
Dimensions: 7"dia. 4% "deep Dimensions: 5"sq.x1%"deep 
Capacity: 3 pts. Capacity: 1 pt. 
* #115- *® #121-Fruit & Sealed Bow! 
Birthday Candle Holders Dimensions: 9" dia. x 2k"deep 
a #122-Utility Bow! *® #117-Fruit & Salad Bow! 
Dimensions: 455"dia. 2s"deep Dimensions: 5"dia. x 1's"deep 
* #301- *® #123-Kande Pitcher 
Futuro Fruit & Salad Bow! Dimensions: 8&" high, 8" long 
Dimensions: 10"sq. x 3"deep 3%" wide. Capacity: 2 qts. 
Capecity: 7 pte. & #125-Hande Cookie Jor 
#310. FUTURO SALAD SET. * #207-Fruit & Salad Bow! Dimensions: 8" dia. 755" high 
Always in demand...beautifully Dimensions: 11"dia.3s"deep Capacity: 4 qts. 


packaged in a smart decorative gift box Futuro Line available in the new metallic copper-tone color 
-an ideal gift for so many occasional events 


throughout the year...available in Burrite standard 


colors and the new metallic copper tone shade 
..set contains one 10°" bowl, one 7” | e . 


+4 Bee Is S sz > r. . * ” 
nest of four 5” bowls — plus salt and pepper 3831 Verdugo Rd. - Les Angeles 65, Calif. - Cable address: “BURRITE 


Write for prices, samples and information 















SOUTHERN REPRESENTATIVES: CHAMBERLAIN SALES, 1080 N.E. I3lst, No. Miami, Fla.—floride . . . A. D. FREEMAN, P. O. Box 1143, New Orleans 4. 
La.—lLouisiona, Mississippi . . H. P. GLOVSKY, 785! Ahern Ave., St. Louis 5, Mo.—Oklohome, Konsos, Missouri, Arkonses, lowe, Nebraska . JAY 

SALES, 3803 Bonner Rd., Baltimore, Md.—Delowore, Marylond, westeores, 0. Cc . HENRY PAGEL, 3703 Carlon Street, Houston 5, Texas—Texos . Ww. DO. 

LUCAS, * Hollins Road, Richmond, Virginia—Virginic . . . REID H. COX, 88 Alexander St.. N.W., Atlanta, Ga.—North ond South Corolina, Georgia, 
obema, Tennessee 
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GELL PENNSYLVANIA 
UL MLL 


® Magazines with a Total of More than 11,000,000 Readers 
tell and re-tell the story of PENNSYLVANIA’S new, 
improved power mowers. This colorful, power-packed 
advertising campaign—the greatest in Pennsylvania 
lawn mower history—is telling prospective buyers 
what the Hardware Trade has known 
for 3 generations—that there is no better 
lawn mower buy than a Pennsylvania. 


















Powered with Briggs & Stratton Engines 


Model R-9—18 inch cut— 
1 HP Engine 

Model T-9—21 inch cut— 
1% HP Engine 















Pot. 
J Pending 


DEN NSYLVANIA 


QUALITY LAWN MOWERS SINCE 1877 acco 
PENNSYLVANIA LAWN MOWER DIVISION _ 
AMERICAN CHAIN & CABLE 


Bridgeport, Conn. « Camden, N. J. ~ oe 
Hand Mowers: Great American — Pennsylvania Jr.— Meteor and Penna-lawn. Also Trimmer and Edger 
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Cashing in on Guns P 


Sealed with (Continued from page 64) 


nylon tape 










| Capitalize on tes | 
vantages ot 


glass. For some dealers horizontal 
displays, with guns and rifles 
shown in the natural position of 
use, have proven satisfactory. 
These require much more space. 
Whatever display plan is used, 


Certified > the arrangement should give the | 
Seeppete es customer easy access to the guns. | 
nay P A man wanting a gun wants to | 
feel it. In fact, he wants to fondle 
| IN DISTRIBUTOR a ye but a lot : ~~ Ss 
P is an indulgence in which he 
WAREHOUSES should be given the utmost free- | 
Handy-Packs are sturdy...can be moved. dom. There are times when the 
HANDY- PACK handled or even dropped without break- salesman’s patience will be heavily 











ing. They can be stacked neatly and easily : : 
without crushing or toppling. They taxed, and guns over-handled, 


save time...eliminate costly spillage. but a handy oiled rag will gen- 


BOLT CARTONS mixing and sorting. . erally repair all the damage. 
The gun “handler” must be 


tolerated and encouraged. He is 
the fellow who likely will become q 


your best customer and send you 
many new ones. 

A gun display case and rack 
should be well lighted with : 
fluorescent lamps, when possible 
and practicable. For greater ef- { 
fectiveness native wood, such as 
knotty pine, white oak, cypress, 
etc., should be used to create 

IN JOBBER SALES atmosphere. Some definite plan 
Sturdy Handy-Pack bolt cartons have of arranging models should be 
sales features never before available. followed, if the inventory is large 
Jobber salesmen respond by pushing enough to justify it. All .22 caliber 
the line... because they have something rifles should be together and all 
extra’ to sell. Sales go “way up. : : 

high-powered rifles should be 








ir a 








@ Handy-Packs contain the same small “ti Att ‘ 2 ; 
lot quantities of bolts that have been Rugged open display ed in the same section. 
pot mae for years. Cut thread carriage drawer Automatics and pumps would be 
-_ machine bolts have nuts attached as , in another, adjacent to double 
— and single-barreled shotguns. 
STURDY HANDY-PACK Most customers know what they 


want, and if the case is arranged 
so as to permit it, they will indi- 
cate their choice almost always by 
reaching in the rack and coming 
up with it. Then follows the aim- 
ing, swinging and “dry shooting.” ; 

There are times when customers 
need advice about guns. Begin- 


CARTONS 


are constructed of corrugated board with 
a certified bursting strength of from 125 
to 200 Ibs. per sq. in. depending on bolt 
size. The cartons are packed in wooden 
boxes...can be cote in carload or less- 
than-carload lots. Every carton is sealed 
with nylon tape...is certified reshippable. 
Tying and wrapping are not required 
w 











en you reship. Sturdy Handy-Packs ners, particularly, will empty the 

are superior in every way to ordinary IN RETAIL OUTLETS pec a bag utting at a the 
‘paper’ cartons. Warehousemen, jobber o_o — * Seat »P ; 

salesmen and sales clerks who have tried j a to coe ae See ae — integrity of both the salesman and 

them don’t want anything else. Order + rages Baten a Se see his store. It would be a mistake to 

bolts from Buffalo and enjoy the aN eT hee 1] é i 

means 4 f Handv-P 7 time you make a sale. The Handy-Pack sell, or attempt to sell, a beginner 

many Gavemtages 6: Eangye a | covers are sturdy...won’t bulge, tear | a model that would not best serve 

as am —_— = or crumble. his purpose. High pressure selling, 





or misguided information, either 
purposely or through ignorance, 


for this free circular on quantities y : ; 
WRITE and weights of Handy-Pack Cartons. are certain to backfire. An in- 
telligent salesman, with proper 


gun background, always knows 


BUFFALO BOLT COMPANY the type of shooting available to 





North Tonawanda, N. Y. a beginner, and this, along with 

buying ability of the customer, is 

Sales Offices in Principal Cities. Export Sales Office: one of numerous angles to be con- 
Buffalo International Corp., 50 Church Street, New York City sidered. 








No gun department i m e 
PRODUCERS OF CIRCLE ® PRODUCTS — BOLTS * NUTS * RIVETS AND SPECIAL FASTENERS 8 partment is complet 
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wickly. Touchomatic Control of 


it again — $945 


mb does all 


spray saturaies leaf surfac 
sproy. Flip it — turns on; 
turns off. A touch of 
the work. 


S i 

Ss. i 

0 

e 

e Sprays Soluble Insécticides or Fungicides 
‘ A compact, lightweight s tr, ideal for small gardens. 
' 1% gallon capacity with e filling of the 1 pint jar. Fine 
. 


Retoil Price 
Complete 
with Y> pint jor 










Feeds lawns or gardens while walefing them. Sprays 15 GALS. 
with each filling of pint jar furnisher 
quart jar. Cover a small hole t¢ Spray properly proportioned 


fertilizer or weed kille “finger to spray plain water. 
No mist, no side spray, to drift. $ 4 5 
Dual Cap fits nartow neck bottles and wide 

mouth jars... attach fertilizer or weed Retail Price 


killer bottles directly to the Gro-Gun. Complete 


with pint jor 












s ior large 


for spraying 


95 


A truly universal sprayer for home g 
estates. NEW Interchangeable Jets — 
plants and shrubs, one for spraying 
trees. Pistol grip and trigger control 

of water. Fine spray saturates leaf bil Price 
surfaces quickly. One filling of pint jar int jor ond 
sprays 3 gallons. ~ Hite chongeoble jets 
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EASIER, FASTER 


SALES FOR YOU: 


Sprayers 
) NEV 0308 ' 


Bradson Sprayers attach to the garden 


hose and spray insecticides, fungicides and weed 
killers the easy efficient way. No tank to carry. No 
pumping required. 


1. 


Always a soft, fan-shaped spray that won't 
whip or damage plants. 


. Proportions exactly the right amount of solu- 


tion in every drop of spray. 


3. Large spray holes won't clog. 


bb 


on of wi 


. Functions properly at any water pressure or 
flow. 

. Cleans in only 30 seconds. 

. Broken jars replaced from the kitchen. 

. Guaranteed. 

- Safety-Air-Gap complies with all public 


health laws. 


Plus EXTRA features in each 


individual sprayer 


BIG ADVERTISING CAMPAIGN starts 
March 1950. 


BE READY to fill the demand for these easy- 


to-use . . . easy-to-sell garden sprayers. 


PLACE ORDERS NOW while it's on your 


mind. 


ORDER from your jobber or write direct to 
us. 


IT WILL PAY YOU to act promptly. 


THE BRADSON COMPANY 


Manviecture:s ond Distributors 
INSECT-O-GUN * GARD-N-GUN + GRO-GUN * GARD-N-TYS 


12076 Guerin St., North Hollywood, Calif. 


Form No. 315. 
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TOOL SALESMEN 
THAT WORK WITHOUT PAY 


WILLIAMS 


Wits 
™ CSS i 
“ ®. - >/ 


Pick the combination that im aq \ ! I] 

meets the requirements of \AiiRars ’ P Wit AMS 
your local market from i. 
Williams wide selection of 
Wrench Boards. They can 
be combined in endless 
ways as wall, counter or 
island displays. All are 12” 
wide by 24” high, except 
No. 7 which is 16” wide. 
Furnished at cost of tools 
only. Ask your jobber or 


write to us for complete 
information. 


J. H. WILLIAMS & CO., DEPT. SH350, BUFFALO 7, W. Y. 

























without having available the 
services of a gunsmith. Repair 
service should be made available 
to all customers. In the case of 
smaller dealers, arrangements 


often are made with an independ. | 


ent gunsmith either in the same 
town, or within fast shipping dis- 
tance. The making and fitting of 


stocks, installation of recoil pads | 


and chokes, mounts for scopes and 
similar jobs often are too tough 
for smaller stores to handle. There 
are several wholesale houses in 
the South that offer complete gun 


repair and installation services, | 


These are priced so that the dealer 
can make a fair profit. 

A gun repair shop in the store 
is highly desirable. Some stores 
even donate space to gunsmiths, 
others lease a section, with the 
repair department paying a per- 
centage of the gross volume of 
business. Regardless of the plan in 
use, a repair shop that does good 
work increases store traffic. Tt 
stimulates sales of numerous ac- 
cessories and it gives a complete- 
ness to the business that other- 
wise would be lacking. Sportsmen 
prefer to patronize and visit all- 
round equipment headquarters. 

Repair is a service the customer 
deserves. The dealer who sells a 
gun and later refuses to repair it, 
or get it repaired, is not fulfilling 
his full obligations to his custom- 
ers. A gun shop can be profitable 
or the source of a year-round 
headache. It depends on how its 
operation is conducted. 

Demand exceeded the supply of 
several models of rifles and shot- 
guns during the hunting season 
now nearing its end. Thus it 
seems reasonable to believe that 
factories will step up production 
for the 1950-51 season. This will 
be accompanied by a still larger 
volume of trade-ins. 

Trade-ins are a part of the gun 
business. But they are not always 
as bad as many dealers believe. A 
definite trade-in policy is diffi- 
cult to establish, but handled 
properly it can produce favorable 
results. Sale of used equipment 
paves the way for other sales, and 
good items offer quick profit from 
small investment. Regular cus- 
tomers of long standing expect to 
trade in old equipment, and if re- 
fused, they and their goodwill will 
move elsewhere. 

Trade-ins also have their dis- 
advantages. They tie up operating 
capital and often overload inven- 
tory. Many items taken in on 
trades cost too much to repair. or 
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my te FEATHERWEIGHT METAL AIREX DURODS, 6 FT. . . . . only $10.75 
iT]. 
te NEW 614 FT. AIR-GLASS FIBRE RODS OF UNIVERSAL ACTION only $19.50 
ler 
a te CONVERSION UNITS FOR BAIT CASTERS—Airex conversion handles with 
it, guides start them spinning with their own bait-casting rods 
ng 
n- 
‘le te WIDER RANGE OF AIREX SPINNING LINE . .. NOW 3-12 POUNDS TEST! 
~ te NEW IMPROVED BACHE BROWN SPINNING REELS— Unbreakable cups 
, and reversible handles. Never a Backlash with Airex Spinster, $13.50, 
of | and Mastereel, $22.50 
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Sensational New Advancements Now Enable Dealers To Satisfy 
All Anglers With One Complete Line Of Spinning Tackle—Airex! 


te NEW 6-.T AIREX-USLAN SPINNING RODS—Bache Brown and USLAN 


It | combine their unsurpassed knowledge of Spinning and rod manufacture. 
at Result — universally approved Spinning rods, made of genuine tonkin 
ao Me ocesc ett aewecncece e & a4 et + + 7 Oe 














. only $3.50 





LAS 
~ s\n 
yy 


SPECIAL SERVICE ro manuracturers, 


~ 





JOBBERS AND DEALERS BUILDING GLASS RODS... 


Airex Conversion Handles and sets of hard chrome-plated stain 
less steel Allan Spinning Guides Conversion Handle $3 00 
Set of guides with tip tops to match, $225 
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A NEW WAY TO MERCHANDISE 
CAP SCREWS ano NUTS 


Here’s CONVENIENCE in handling cap screws 
and nuts...and BIG PROFITS, too! A Complete 
FAST-TURNOVER stock in an all-steel cabinet, 





all sizes identified in the cabinet. 
Easy Inventory and Stock Control! All NET 
Selling Prices! Full Stock! Write us, or ask 


your distributor for full details and prices on 


The NEW “FASTENER CHEST” 


by LAINNSOM 


THE LAMSON & SESSIONS CO., CLEVELAND 2, OHIO 





are beyond salvage. In all such 
transactions it is advisable to fol- 
low a rigid policy. The successful 
trade-in dealer makes a fair ap- 
praisal, a quick, firm offer and 
does his best to turn the used 
goods the same day. In all cases, 
trade-ins should be an allowance 
on the purchase of new equip- 
ment. Outright cash purchases of 
second-hand equipment should be 
judiciously side-stepped, except 
in remote instances, 

A planned, comprehensive pro- 
gram of buying, selling, trading 
and repair makes up a gun de- 
partment. These are basic ele- 
ments that can be put on paper. 

The personal touch is the in- 
tangible difference between one 
gun shop and another. This com- 
prises display, atmosphere and 
personality, both of the physical 
set-up and of the _ personnel 
handling it. 

Assuming that all shops and 
dealers operate on the one-price 
plan, as is necessary in selling 
fair-traded items, the difference in 
sales would be determined by the 
extent and type of service 
rendered to sportsmen. Extensive 
advertising, expensive fixtures 
and elaborate displays will go the 
way of smokeless powder residue 
if they are not strongly supported 
by personalized service and per- 
sonal interest. 

In guns and in dealing with 
shooters and hunters, personal in- 
terest is the greatest strategic play 
in salesmanship. It is the deciding 
factor that puts the bird in the 
bag, whether you use a double or 
autoloader, full choke or cylinder 
bore. 





CONVENTION DATES 








Alabama Retail Hardware As- 
sociation, annual convention 
and trade show, May 17-19, 
1950. Headquarters, Tutwiler 
Hotel, Birmingham, Ala. Secre- 
tary, Mrs. Euna G. Ramsey, 
509 N. 19th St., Birmingham, 
Alabama. 


Arkansas Retail Hardware & 
Implement Associetion, annual 
convention, Feb. 13-15, 1950. 
Headquarters, Hotel LaFayette, 
Little Rock, Ark. Secretary, A. 
W. Porter, Hotel LaFayette, 
Little Rock, Arkansas. 


Hardware Association of the 
Carolinas, annual convention 
June 13-14, 1950. Headquarters, 
Hotel Geo. Vanderbilt, Ashe- 
ville, N. C. Secretary, Mrs. Sally 
C. Masten, 118% E. Fourth St., 
Charlotte, N. C. 
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THIS BOND PAYS OFF 





“ely DAY! 


It’s easy to Tenge a permanent and profitable bond with 
woodworkers in your neighborhood. Hobbyists, homeown- 
ers and handymen.. . everyone who works with wood . 
needs and wants Weldwood Glue. 

They'll buy it where they find it. They'll return for it again 
and again. And they’ll make your store headquarters for a// 
their Eeode rare needs. 

HERE ARE 6 GOOD REASONS WHY WOODWORKERS WANT WELDWOOD GLUE 


4.Tremendous strength... 


1. Mixes quickly and easily with 
joints are stronger than the 


cold tap water. ; 
2. Spreads smoothly and easily. Wood itself. 

3. Sets fast! Joints can be light- 5: Stain-freeand moisture-resist- 
worked a few hours after nt. 

clamping. 6. Bacteria- and rot-proof. 
Stock Weldwood Glue in 15¢, 35¢, 65¢ and 95¢ size cans. 
Order from your jobber. Write us for dealer plan and name 
of nearest wholesaler. 





< this © carton 
ot) e. Disp yVeldwood Glue 


7 shore customers can see it 





WOODWORKERS WILL ALSO WANT THESE TWO POPULAR PRODUCTS 
Satinlac 


7 


Firzite 





s It : Recommended 
i Rend SATINLAC as a simple, 
material to be it'¢ o inexpensive 
equeetowrss macenees for 
plywood or the proper 
other soft aS finishing of 
woods. Avail- Weldwood 


able in white and _ clear, Hardwood Plywood and 





Firzite seals the wood pores 

.. kills unsightly wild grain 

- Virtual eliminates 
checking oad exeia raising. 
Used as an undercoat for 
Stain, paint, or enamel, it 
dramatically improves the 
final finish, 


similar woods. It is a clear 
coating which is easily 
poms me | It produces a 
durable, attractive finish; 
brings out all the natural 
beauty of the grain. Does 
not darken or yellow with 
age. 








Write for more details on FIRZITE and SATINLAC 


UNITED STATES PLYWOOD CORPORATION 


Industrial Adhesives Division, 


Dept. 546 


55 West 44th Street, New York 18, N. Y. 


WELDWOOD rrasrec 1S tve 
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Proven Fish Catchers Made by the World's 
Foremost Makers of Jointed Lures 


L&S Lures sell themselves when displayed. Four 
sizes available in assorted colors and patterns, 
sinking and floating models. Indestructible plas- 
tic bodies. 


FAIR-TRADED AT WHOLESALE AND RETAIL LEVELS 
Stock the Complete Line 

L*S PIKE-MASTER 

L*S BABY CAT 

L*S BASS-MASTER GR 

L*S PANFISH-MASTER 


L*S TROUT-MASTER 
(SALT WATER LURES) 


SOLD THROUGH JOBBERS ONLY 


Me ationally Adrerlised 


IN THE FOLLOWING PUBLICATIONS 
Outdoorsman Fur-Fish-Game Sports Afield 
Goin’ Fishin’ Outdoor Life Field & Stream 

Hunting & Fishing Texoma Holidoy 


Le§ BAIT COMPANY, INC. 


BRADLEY tLLINOTS 
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Clinton Hardware Cloth was the leader in the field when, 
in 1856, the first wire-weaving power looms were in- 
vented in our Clinton plant. And today Clinton Brand is 
still a leader in sales and tops in quality. 


Clinton Hardware Cloth is hot galvanized after weav- 
ing to insure greater strength at intersections. It is rust- 
resisting, uniform in mesh and width, unrolls flat, and is 
easy to handle. 

The wide field of use- 
fulness of Clinton Hard- 
Clinton Hardware ware Cloth will pay off in 
Cloth is made in ac- added sales, increased 
cordance with U. S. profits and satisfied cus- 
Dept. of Commerce tomers. Order a supply 
Standard CS from your jobber and 
132-46 and is fur- give it a prominent spot 
nished in widths of 
24", 30", 36" and 
48". Supplied in 
steel-banded rolls 
of 100 ft. Standard 
meshes— 2x2,3x3, 
4x4 and 8x8. 





ih 
i 


in your store. 








YL 
7 222 


Other famous Wickwire Spencer Hardware Products include: Gold Strand Insect 
Wire Screening, Clinton Hex Mesh Nettings, Clinton General Purpose Welded Wire 
Fabric, Perfection Door Springs, Nails and Brads, Wissco Clothes Line. 


WICKWIRE SPENCER STEEL 


AMERICAN WIRE FABRICS CORP. 


500 FIFTH AVENUE, NEW YORK 18, NEW YORK 
Boston + Buffalo «+ Chicago + Denver + Detroit + Ft. Worth + Philadelphic 
Pacific Coast Subsidiory—The California Wire Cloth Corporation, Oakland 6, Cal. 





OD 
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Florida Retail Hardware Asso- 
ciation and Georgia Retail 
Hardware Association, annual 
joint convention, May 22-23. 
Headquarters, Hotel George 
Washington, Jacksonville, Fla. 
Secretary, W. W. Howell, Box 
183, Waycross, Goergia. 


Louisiana Retail Hardware As- 
sociation, annual convention, 
March 20-21, 1950. Headquar- 
ters, Heidelberg Hotel, Baton 
Rouge, La. Secretary, David O. 
Mansfield, 226 S. State St., 
Jackson, Mississippi. 


Mississippi Retail Hardware 
Association, annual convention, 
June 5-6, 1950. Headquarters, 
Buena Vista Hotel, Biloxi, 
Miss. Secretary, David O. 
Mansfield, 226 S. State St., 
Jackson, Mississippi. 


Missouri Retail Hardware As- 
sociation, annual convention 
and trade show, March 7-9, 
1950. Headquarters, Jefferson 
Hotel, St. Louis, Mo. Secretary, 
Louis C. Kreh, 1189 Arcade 
Bldg., St. Louis, Missouri. 


Oklahoma Hardware & Imple- 
ment Association, annual con- 
vention and trade show, Feb. 
7-9, 1950. Headquarters, Mu- 
nicipal Auditorium, Oklahoma 
City, Okla. Secretary, R. K. 
Thomas, 711 Wright Bldg., 
Oklahoma City, Oklahoma. 


Tri-State Hardware & Imple- 
ment Association, to be an- 
nounced. 


Southern Wholesale Hardware 
Association and American 
Hardware Manufacturers Asso- 
ciation, annual joint convention, 
Cincinnati, Ohio, April 3-6, 
1950. Headquarters, Netherland 
Plaza Hotel. T. W. McAllister, 
814 Metcalf Bldg., Orlando, Fia., 
managing director, SWHA. A. 
L. Faubel, 342 Madison Ave., 
New York 17, New York, secre- 
tary, AHMA. 


Tennessee Retail Hardware As- 
sociation annual convention, 
Feb. 20-21, 1950. Headquarters, 
Noel Hotel, Nashville, Tenn. 
Secretary, Morris Jones, Box 
784, Nashville 2, Tennessee. 


Virginia Retail Hardware As- 
sociation, annual convention 
and trade show, March 21-23, 
1950. Headquarters, Hotel Roa- 
noke, Roanoke, Va. Secretary, 
G. T. Omohundro, Jr., Scotts- 
ville, Virginia. 


West Virginia Hardware Asso- 
ciation, annual convention and 
trade show, March 13-15, 1950. 
Headquarters, Greenbriar Ho- 
tel, White Sulphur Springs, 
West Va. Secretary, James C. 
Fielding, 1628 McClung S&t., 
Charleston, West Virginia. 
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High Level of Business 
to Continue in 1950 . . 


ESPITE strikes and the brief 
 Dicwm-enen in business activi- 
ty in mid-year, 1949 is 
written off as a good year. 

The up-surge in business activi- 
ty during the last quarter brought 
predictions from some economists 


being 


that the first half of 1950, at 
least, would continue on a high 
plane. 

Now some are going further, 


predicting that all of 1950 will be 
a good year, at least equal to if not 
better than 1949. 

For one thing the nation’s pop- 
ulation will be some two million 
over 1949, adding to the demand 
for goods and services. The money 
supply will be large and the gov- 
ernment will spend at a record 
peace-time rate, probably exceed- 
ing 50 billions. Some taxes will be 
lowered or eliminated (excise 
taxes on some luxury items) and 
farm prices will continue to be 
supported by the government. 

Most important, perhaps, is the 
rising market for stocks. With 
venture capital available, business 
can expand, creating more jobs 
which in turn mean more produc- 
tion and more purchasing power. 

Specifically, some observers ex- 
pect an even higher rate of in- 
dustrial production with an ac- 
companying rise in employment 
(to about 61 million) and personal 
income. 

There will probably be no great 
decline in prices. The recent in- 
crease in steel prices and the con- 
tinued high cost of production will 
prohibit this. However, it is be- 
lieved that wholesale prices and 
the cost of living will show a 
slight decline. 





Parity Ratio at Lowest 
Point Since 1941 ... 


WN OR THE first time since Novem- 
I ber 1941, the Parity Ratio 
(ratio of prices received by 
farmers to prices paid, interest, 


and taxes) at 98 fell below 100 on 
December 15, according to a re- 
cent report from the Bureau of 
Agricultural Economics. 

The lower parity ratio was re- 
ported “as largely the result of a 
3 point drop in the level of prices 
received by farmers. The prices 
received index fell to 236, the low - 
est point in 1949. Poultry and 
eggs, meat animals, cotton, and 
truck crops led the decline. Some- 
what higher prices were received 
for grains and hay.” 





No Decline Foreseen 
in Retail Trade .. . 


S THE result of the buying 
| de during the Christmas 
season retail sales in December 
were on a high plane. Department 
store sales rose more than 5 per- 


cent over November and were 
less than 4 percent below a year 
ago. 


Generally, retail trade for 1949 
was a little under 1948 as families 
spent fewer dollars for goods, 
their income going more for rent, 
travel and other services. 

But the outlook for 1950 is 
bright. Some observers say that 





biles is expected to remain strong 
with perhaps an expanded marke* 


for appliances, homefurnishings 


and clothing. 





Farmer's Position to 
Remain Strong .. . 


OUTHERN businessmen serving 
Sine farm market reasonably 
can expect another profitable year 
in 1950. It’s true that farm mar- 
kets are past their peak. Prices of 
all products the farmer sells are 
down about 20 percent from thei: 
all-time high, and the Department 
of Agriculture expects a further 
decline of as much as 10 percent. 
But government price supports 
will continue. 

Then too the farmer’s net in- 
come has not declined as greatly 
as his gross. Better farming prac- 
tices and more machines have 
given the farmer a greater share 
of gross income as net. 

Net farm income may drop 
down to around $12% billion dol- 
lars in 1950 (a dip of 10 percent 
in prices) but that is still any- 
where from 50 to 100 percent 
higher than cash receipts prior to 
the war. 
























retail trade will approach the The farmer still will have 
1948 level of nearly 130 billion ample dollars to spend. But he 
dollars. The market for automo-_ will spend more cautiously. 
TRENDS IN RETAIL SALES, INDEPENDENT STORES 
PERCENT CRAVOE I SALES, SOVEMBER 1069 PRON WOVEMAER 12:8 
-2 =i 20 s) s 10 i5 20 
i . | | 
nov ots MG 9 | 
FURNITURE TORES NS 
ATER rats BEaLERs 
| 
DEPARTMENT 
EATING AND DRINKING 
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From U.S. Dept. of Commerce Monthly Report 
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Lowe Bros. Promotes 
Three Sales Members 


The Lowe Brothers Company, paint 
and varnish manufacturers, Dayton, 
Ohio, announce the promotion of 
three men in its sales division. 





R. L. McPherson 


R. L. McPherson, formerly assist- 
ant sales manager, has been appoint- 
ed general sales manager, succeeding 
L. L. Anderson, who has resigned. 
Mr. McPherson joined The Lowe 
Brothers Company in 1932 as a sales- 
man and later served as district sales 
manager and district manager in the 
company’s central district, before be- 
ing made assistant sales manager in 
1945. As general sales manager, he 
will direct the sales end merchan- 
dising of all Lowe Brothers trade 
sales, industrial, painters and main- 
tenance paints throughout the United 
States. 

The duties formerly performed by 
Mr. McPherson will be handled by 
W. C. Rhodes, former southern dis- 
trict manager. Mr. Rhodes will be- 
come trade sales manager in the com- 
pany’s sales division. He has been 
with The Lowe Brothers Company 
since 1932 and served as salesman, 
district sales manager and district 
manager in the southern district, prior 


to becoming general sales manager. 

Named to fill the post of southern 
district manager is T. H. Hollimon, 
formerly district sales manager under 
W. C. Rhodes. Mr. Hollimon has 
been associated with The Lowe 
Brothers Company since 1939 and 
served in the capacity of salesman, 
branch manager, Pacific Coast divi- 
sion manager and district sales man- 
ager before his present advancement. 





Jack Williams, Arkansas 
Executive, Passes ... . 


Jack Williams, 38, executive vice 
president of Williams Hardware 
Company, Fort Smith, Arkansas, died 
at his home on December 2, after an 
illness of ten months. 

Mr. Williams has been connected 
with the company for 19 years, hav- 
ing started in the stock room at the 
age of 19. During the war he served 
as pilot in the Naval Air Force in 
the South Pacific and was dis- 
charged with the rank of lieutenant. 

Survivors include his widow and 
twin sons, age 18 months. 





Reynolds Metals Names 
Brownlie to New Post . 


Duncan A. Brownlie has been ap- 
pointed industry manager of Reyn- 
olds Metals Company, Building Pro- 
ducts Division, according to an an- 
nouncement by W. G. Reynolds, vice 
president. Mr. Brownlie has been 
regional manager for the Building 
Products Division on the West 
Coast, with headquarters at San 
Francisco. 

Before joining the Reynolds or- 
ganization in 1947, Mr. Brownlie was 
employed by Sixth Army Engineers 
as secretary of regional review 
board to coordinate postwar con- 
struction plans. While in the army 
prior to that time, Major Brownlie 
served as assistant chief of opera- 





tions, water division, San Francisco 
Port of Embarkation. He holds a 
reserve commission and is classified 
as an industrial engineer. 





D. A. Brownlie 


For 12 years prior to his army 
service, Mr. Brownlie had extensive 
experience in building products sales 
and distribution with the Johns- 
Manville Corporation. During the 
latter part of this period he was 
special representative for the com- 
pany in the Northwest. 





Charles F. Rockwell, Past 
AHMA Secretary, Passes 


Charles F. Rockwell, long-time 
secretary-treasurer of the American 
Hardware Manufacturers’ Associa- 
tion, who resigned from that office 
about a year ago, died on December 
26. It is understood that Mr. Rock- 
well had been in failing health for 
several months. 

Mr. Rockwell was born on April 
26, 1878, in Meriden, Conn., the son 
of the late Louise Taylor and Wil- 
liam F. Rockwell. After completing 
his education in the local schools and 
Wesleyan University, he went to work 
for the Miller Bros. Cutler Co. in 
Meriden. Upon the death of his father 




















* MARSHALLTOWN TROWELS * 


MARSHALLTOWN TROWEL COMPANY 
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HOLLOW 
FISHING 
RODS 













Give your customers a lifetime of fish- 
ing pleasure with the amazing new 
Tigerglas “tip action” rods. Living up 
to the name, Tigerglas hollow con- 
struction combines glass fibers’ light- 
ness and strength witha tiger's smooth 
action and fighting power. A complete 
line of Tigerglas rods is available 
NOW. Don’t delay — order now and 
insure fast turnover and greater profits. 


$22.25 to $52.00 
RETAIL 


Fully guoranteed 








The Finest! 


* Hollow Construction—keeps fibers 


free for action 


* Tip action—longer, more accurate 


costs with less effort 


* Green, glass hard, finish—pro 
tects the fibers and prevents on 


noying sun giare. 


* Completely Handmade — skilled 
rodmakers give you ‘custom built 


quality 


* impervious to weather—perma- 


nent set, warpage, or deterioration 
Nationally Advertised 


Look for the Tiger-head seal—it means greater satis 


faction for your customers ond more profits for you 


Also makers of the famous 


TWO-TIMER LURES 
“Twice the Fish” 


WRITE FOR FULL INFORMATION 


Ss A N L U Cc oO, I N Cc bd My A gh 
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FORGED BRASS HARDWARE 
NEW TYPE CONCEALED HINGE 
BEAUTIFUL CONCAVE KNOBS 
SMART DIE-CAST HANDLES 
OTHER FAST-SELLING ITEMS 


Here's one complete deluxe board to replace several 
other boards. Only 21” wide, it saves counter space 
... makes space more profitable. Assortment reduces 
inventory while providing all major cabinet hard- 
ware items. Appeals to those who want the finest. 


Suprer lative Luality 


Items in this assortment have been carefully selected 
as the ultimate in National Lock quality. They're 
designed to sell and sell again. Open stock, if de- 
sired. Ask your jobber about the profitable 150". 


DISTINCTIVE HARDWARE INf 
ALL FROM |] SOURCE § 4'' 


NATIONAL LOCK COMPANY 


ROCKFORD @ ILLINOIS 
MERCHANT SALES DIVISION 


+ + © 
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in 1901, he assumed management of 
the Company and continued in that 
capacity until the company was liqui- 
dated in 1926. 

Mr. Rockwell joined the American 
Hardware Manufacturers Association 
on May 1, 1926, succeeding the late 
Frederick D. Mitchell as the Associa- 
tion’s secretary. At that time the As- 
sociation had an active membership 
of approximately 275. Upon his retire- 
ment 22-odd years later, the member- 


ship totaled over 400 and, due in 
large part to his guidance, the Asso- 
ciation’s conventions are now among 
the most important industry meet- 
ings held in this country. 





Cross Succeeds Knouse as 
Stanley General Manager 


R. E. Pritchard, president of The 
Stanley Works, recently announced 













TACK IT ov PASTE IT 


There's a bright beautiful Wallrite Design 
for every room in the house 


Choose Beauty from Eight Beautiful 
New Wallrite Designs 


Manufactured Exclusively by 
FLEMING & SONS, Inc. 


Dallas, Texas 


DECORATED 
BUILDING PAPER 
for 
BEAUTIFUL WALLS 


RADIANT ROSE #° 


# 






. 
a 
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the retirement of Lucious M. Knouse, 
vice president of The Stanley Works 
and general manager of Stanley Elec- 
tric Tools. Mr. Knouse, a veteran of 
46 years of service with the com- 
pany, is succeeded by Staphen H. 
Cross, named general manager of 
Stanley Electric Tools. 

Mr. Cross is a native of Peabody, 
Mass., and a graduate of Darmouth 
College and the Tuck School of Ad- 
ministration and Finance. In 1929, 
he joined the Stanley organization as 





L. M. Knouse 








Su 


S. H. Cross 


a member of the cost department. In 
1930, he was transferred to the elec- 
tric tool division, where he has han- 
dled cost accounting and other posi- 
tions of responsibility. 





Tate Succeeds Lewis as 
Camillus President . . 


Alfred B. Kastor, chairman of the 
board of directors of Camillus Cut- 
lery Company, has announced that 
Ralph H. Tate, a retired brigadier 
general of the U. S. Army, has been 
elected president of the company and 
a director of the board. 

Mr. Tate succeeds G. F. Lewis, who 
has been president of the company 
since 1944 and who recently resigned. 

General Tate was retired from the 
regular army in July, 1947. 
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New Hacksaw Blade Is 
Unbreakable in Flame 


Star Molyflex, a new shatterproof 
hacksaw blade described as unbreak- 
able when used in a flame, has been 
developed by Clemson Bros., Inc., of 
Middletown, N. Y. 

The blade is said to have the flex- 
ibility of a Star Unbreakable Special 
Flexible, plus the cutting qualities of 
a genuine Star Moly High Speed, it 
was announced. 





In the least favorable test perform- 
ance, Molyflex blades averaged a to- 
tal depth of cut of 6.42 inches, 23.5 
percent more metal cut than the 5.20 
inches averaged by all of the other 
flexible high speed brands combined, 
it is claimed. 

Star Molyflex blades are available 
in a'l hand sizes ae pitches. They 
are overall copp color, and have 
specifications td in green. 


Chicago ‘Lock Offers New 
Padlock Merchandiser . 


Chicago Lock Company is offering 
its dealers a new padlock merchan- 
diser, made of a thermo-plastic, deep- 
ly embossed, and finished in white 
and red, with a deep blue background 









Completely New... 
Different, and Better... 


~.-and 





Popular In Price 


@ Here’s the first new idea in Thermic jug design in 
years ... the strikingly handsome and supremely 
practical new Sportsmaster! It’s lower and wider 

. easier to stow away... harder to tip over. Sturdy, 
steel outer case with beautiful, baked-on Sandstone 
color enamel finish, encloses low K-factor cork in- 
sulation and aluminum inner-stopper for maximum 
efficiency. Two-coat white porcelain-enameled steel 
inner-liner is acid-resisting, easy to clean. Offered 
in three models, it’s deluxe through and through, 
yet priced right. And it’s backed by consumer adver- 
tising in three leading, national publications! Write 


us wow for full details! 





Three Other Great Lines Give You the Only Complete 
Coverage of Every Need and Price Demand! 


* NEW, 1950 40 -¢merican 


This leading, quality line now offered with 
all aluminum accessories anodized, plus 
baked-on enamel finish in lustrous, satin- 
silver. Yes, quality is even higher . . . and 
prices are lower. Offered in 6 models and 2 
series of liners, A and G. 


* NEW, 1950 Champion 


In the ever popular vitreous, stoneware liner, 
the profitable, fast-selling Champions are 
still tops! The 1950 line has handsome, 
baked-on blue enamel finish, lighter weight, 
and lower prices. Offered in 5 models. 


to set off the padlocks in an effective 
manner. 

The display is available to Chicago 
Lock dealers, at no extra cost, with 
an assortment of popularly priced 
Chicago padlocks. Further details 
may be obtained from the Chicago 
Lock Co., 2024 N. Racine Ave., Chi- 
cago 14, Illinois. 


SERIES A— Anodized Aluminum Inner-Liner 
SERIES G—Gray, Procelain-Enameled Steel Liner 





See your jobber or write factory for references for our New 1950 Catalog 
on these Famous, Money-Making Thermic Jugs 


INC., INDIANAPOLIS 











METAL INDUSTRIES, 
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SSIRCO to Distribute 
Reynolds Mill Products 


Southern States Iron Roofing Com- 
pany has been appointed a distribu- 
tor of Reynolds Lifetime Aluminum 
Mill Products and Architectural 
Shapes. The company will stock 
sheet, plate, rod, wire, bar and shapes 
in a wide range of sizes, thicknesses, 
alloys and tempers, according to the 
announcement. 

The sales area of the new distribu- 
tor includes the 13 southeastern 
states which are blanketed distribu- 
tion-wise by 14 branch warehouses. 








NEW PRODUCTS 
AND SALES PROMOTION MATERIALS 


— 





enough to tie hundreds of flies, ac- 
cording to the company. 


Noll Fly Tying Kit for 
Experts and Beginners 


H. J. Noll, Doylestown, Penn., an- 
nounces the availability of a new Fly 
Tying Kit. 

The kit comes complete with 28 
packages of material and hooks, in- 





General offices of the company are 


in Savannah, Georgia. ly selected and assembled, and 


cluding vice. All material is careful- 





This Display Rack 


Sells Equipment, but 





“A Floor Display Shows 
the Ideal Set-Up and 








This Floor Display 
Shows Set-Up of 
OAKES Balanced 
Unit for 
300-350 Chicks 





1. No. 750 Electric or No. 1560-G 
Gas Brooder 


Pays Ample Dividends 





6. No. 448 Chick Feeders 


. 44 
G6. No. 3942-W Broiler Troughs for in Increased Sales 


use after first 5 weeks. 





More and more dealers who have given floor space to 

3. No. 503 Waterers (3 gal.) set up an OAKES Unit Display as suggested above, 
tell us that it has resulted in increased sales. 
Such a display prompts the asking of questions that lead to a purchase 
that may not have been in the customers mind when he came in. 

We cannot stress too strongly the importance of your reeommend- 
ing to every poultryman that he get acquainted with OAKES M. I. 
Plan. Knowledge of this plan has helped thousands of poultrymen 
prevent waste, lessen labor, improve efficiency and increase profit. 

Promotion of OAKES M. I. Plan will result in profit to yourself, 
satisfaction and success to your customers. Keep OAKES M. I. Plan 
free booklets handy. If you are out let us send you a supply. 


OAKES BALANCED UNIT FOR 100 LAYERS 


3. No. 860 5-ft. Flock Feeders 

1. No. 948-E Never Dry Waterers 
2. No. 580 10-Hole Metal Nests 
1. No. 47 Grit Box. 








THE OAKES MFG. CO., BOX164-D  TIPTON, 


INDIANA 









* 
- 


ly 
a 


Noll’s complete deluxe kit is being 
packed in a new, modern box, and is 
now ready for delivery. This kit, 
while built for experienced fly tiers, 
comes complete with a booklet on fly 
tying by H. J. Noll, in order to serve 
the beginner, as well as the expert. 








Johnson Introduces New 
Copper Finished Spoons 


A new line of Silver Minnow, Sil- 
ver Minnow Triple Hook, Caper and 
Sprite spoons, with a polished copper 
finish, has been announced by R. B. 
Mortensen, president of the Louis 
Johnson Company, Highland Park, II- 
linois. 

The new spoons are designed for 
use in sand bottoms and dark waters, 
places where the bass or gold finished 
spoons have heretofore been used. All 
shapes of the spoons are forged from 
solid copper and highly polished. 





The spoons are available in all five 
regular Silver Minnow sizes, and in 
all sizes of the weedless and non- 
weedless Silver Minnow Triple Hook, 
Caper and Sprite spoons. Specifica- 
tions and prices are identical to those 
of Johnson’s regular items. 
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Husky Ike Laure, in Five 
Colors, Now Available . 


The Kautzky Manufacturing Co., 
Fort Dodge, Iowa, has announced the 
immediate availability of the new No. 
4 Husky Ike, larger companion to the 
Lazy Ike line. 





The Husky Ike has a wood body 
31 inches long and is in the 5s-ounce 
class. It will be produced in the five 
colors that are most popular in the 
Nos. 1, 2 and 3 Lazy Ike class. 

In the new product, the manufac- 
turers claim to have retained the 
perfect minnow action, whether the 
retrieve is fast or slow. 





Plastic Seabbards Protect 
Hooks, Eliminate Injuries 


Plastic hook scabbards said to cov- 
er and hold treble fishing hooks firm- 
ly and safely, and yet remove easily 
for quick use, have been introduced 
ns Williams Gold Refining Co., Inc., 
2978 Main St., Buffalo 14, N. Y., man- 
ufacturers of a complete line of pure 
gold and, silver plated lures and fish- 
ing accessories. 

The hook scabbards, designed to 
cover practically any size of treble 
hook, permit a fisherman to safely 
carry his favorite lures in his pocket, 
or to carry “rigged” line, ready for 
use, without fear of hook injury to 
hands, face or body—and without 
snags in clothing. 

Made of plastic, the scabbards pro- 
tect barbs from dulling, bending or 
rusting, and are transparent enough 
to show the size of the hook, with- 
out removing the scabbard. 














it’s awfully good netting of 
course, but I think Pa overdone it a little.” 





‘WIRE we TTING 


No matter how much—or how little—they use, your customers 
will like Cortland Brand Wire Netting. And that means more sales— 
and more profits—for you. 


Cortland Brand's outstanding features—its heavily galvanized 
finish . . . easy handling . . . uniform mesh . . . and extra strength— 
have made it a profitable, best-selling netting. Made from finest 
corrosion-resisting, open-hearth steel, it meets U. S. Department of 
Commerce, National Bureau of Standards’ specifications. 


CHECK vo stock... then order CORTLAND Brand Wire Netting today. 


HEXAGON POULTRY NETTING Available in 1”, 1'2” and 2” mesh. 
0 gauge wire. Standard widths—1I2” to 72”. Furnished in bales of 150 


linear feet. Galvanized before or after weaving. 


ANIMAL PEN NETTING Heovy grade hexagon netting galvanized after 
weaving for heavy duty neyo. Includes Fox, Mink, and Crab-Pot Net- 
tee. & B™, I, 1%", ond 3” mesh. Wire gauges from 14 to 19. 
Standard widths from 12" a 72” and in roles of 150 linear feet. 


HARDWARE CLOTH Stondord and heavy grades. Uniformly woven, heavily 


galvanized and available in standard widths and meshes. In 100 linear 


foot rolls. Also All-Welded Wire Cloths in 2", %” and |” mesh. 


WB WICKWIRE BROTHERS, INC. 
Coctbecit as Cortland, N.Y. 


WIRE SCREENING * MAILS & BRADS * HARDWARE CLOTH 
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HOLD-E-ZEE 


The Original , 


Automatic Grip 


SCREWDRIVERS 


ate — 
tove F aan 


Satiohy 


. +. and here’s why: 
Features are outstand- 
ing. Promotion is 
steady and right! Repu- 
tation is nation-wide 
-+. and quality, 


























from hand-ground ORDER 

‘ THRU 
chrome-vanadium Your 
bits to unbreak- JOBBER! 


able, insulating 
handles is 
unsurpassed! 


Pat'd. 


FOR BOTH 
TYPES OF 
isd $>)i)) 
HEAD SCREWS 


NATIONALLY 
ADVERTISED in 














al . @ The Saturday Evening 
-SAL Post 
1-OF SA ‘os 
Poin @ Collier's 






@ Popular Mechanics 
OLoRS @ Popular Science 


wae Monthly 





Di 
* 
Rp JOBBER 


ask YOU 


UPSON BROS., INC 
ROCHESTER 4,N.Y 


100 











Lone Star Aluminum 
Boat Line Expanded 


The Lone Star Boat Mfg. Co. of 
Grand Prairie, Texas, has announced 
its new and expanded line of alumi- 
num boats for 1850. Fifteen models, 
ranging from 8’9” to 16’4” in length, 
with beams from 32” to 61”, are now 
being shown hardware and sporting 
goods dealers. 

The line includes a dinghy or duck 
boat, a canoe or pirogue, flat bottoms 
from 12’ to 164”. Retail prices will 
range from $95.00 to $450.00, with 
the majority at popular prices. 

Lone Star boats are constructed of 
heavy gauge, high tensile strength 
aluminum and features such as weld- 
ed flotation chambers are on all mod- 
els for safety. 


Cold Process Gun Blue 
Announced by New Method 


A cold process gun blue, said to 
require no heating or special equip- 


ment other than cotton swabs and 
emery cloth, is announced by the 
New Method Mfg. Co., Bradford, 


Pennsylvania. It is said to contain 
sufficient chemical to restore the fin- 
ish to five guns. Not a paint or a 
lacquer, it is a mild chemical that will 
not injure the finest steel, New Meth- 
od announced. Price is $1.00. 

The New Method Manufacturing 
Company has been manufacturing its 
gun blue for more than 25 years. The 
process has been accepted by outdoor 
men and has the approval of the 
National Sportsmen’s Research Insti- 
tute. 








uel! fire Hunt ng 
(atts (ompensator 


A natural for shotgun 
shooters — priced to sell 


The Comp provides choke tubes for all hunt- 
ing conditions ® Smooth tubes give consistent 
patterns ® 2 chokes closer than full choke (12 
ga.) © 1 choke more open than full cylinder 
(12 ga.) ® Large recoil reduction means accu- 
racy ® Shot column travels undisturbed by 
wads ® No side blast affecting other shooters 
® You'll be a satisfied shooter with the Cutts 
Compensator 

SEND FOR COMPLETE IN- 

FORMATION ON LYMAN 

PRODUCTS FOR SHOOTERS 


LYMAN GUN SIGHT CORP. 
Middlefield, Connecticut 
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The Saw of tomorrow 
ere Today 


snake 280 


A totally new and different saw — . 


the Saw of Tomorrow, A new standard oe 












ab vil. he ‘aod to offer your cus- 
“fomers the SANDVIK 280, the 
“Ssaw your customers are proud to ow 
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To Help You Sell More 


SWEDISH WOOD CHISELS 
WITH PLASTIC 


Exclusive Plastic Coating 


Prevents rust and chipped cutting 
edges. Strips off easily when ready 
for use. Every tool remains in per 
fect condition for greater customer 
Only Gensco Chisels 
offer this advantage 


satisfaction 


Truly fine chisels with Swedish steel 
blades, tempered and hand honed. 
Tanged butt for long service. Beveled 
edges for straight cutting. Unbreakable 
amber plastic (machined) handles. 


NEW LOW PRICES 
All this extra merchandising value plus 
new low prices to help you do a greater 
chisel business. 


NEW PACKAGING 
Designed for conven- 
ient display and 
stocking. 







WRITE FOR LITERATURE 
AND NEW PRICES 


ce] 4, ielem tele] Misi ile). 


STEEL WAREHOUSE CO., INC 


GENERAL 
1806 North Kostner Avenue, Chicago 39, Illinois 


100B 


HANDLES 








Portable Planer-Saw Is 
Added te Cummins Line 


A 4-inch planer, said to be quickly 


convertible into a 6-inch portable saw, 


is the newest addition to the Cum- 
mins family of portable tools. Ac- 
cording to the manufacturers, the 
planer does a fast, accurate job of 
surface planing, door planing or bevel 
planing, and planes with or across 
the grain, leaving a smooth chatter- 
free finish. 





Adjustment for 


depth of cut (to 
wood) is described as 
Bevel attach- 
ment has guard designed to 
protect the operator from the cutter 
head. The unit weighs 20 pounds. 

Full information is obtainable on 
request to Cummins Portable Tools, 
Division of Cummins Business Ma- 
chines Corp., 4740 Ravenswood Ave., 
Chicago 40, Illinois. 


1950 Lumite Screening 
Dealer Display Rack . 


3/16-inch in 
accurate and easy. 


a Safety 





A four-purpose Lumite display 
rack, which displays, dispenses, meas- 
ures and cuts the woven saran screen- 
ing in desired lengths, is announced 
by the Lumite Division of the Chico 
pee Manufacturing Corporation, to be 
available to throughout the 
country. 

Equipped with a Federal-approved 
measuring gauge, the modern screen 
rack is said to be a complete screen 
department in compact unit. 
Holding six various size rolls in the 
upper part of the rack, and six rolls 


dealers 


one 


LUMITE Si 





in the convenient storage space a: the 
bottom, the saran screening is ted 
in sizes of 24, 26, 28, 30, 32, 42 
and 48 inches, 100-foot rolls. 

The price to dealers is $19.95, f.0.b 
Chicago, plus a minimum order of six 
rolls of Lumite screening. 





Permite Aluminum Enamel 
In Aeropak Spray Can. ., 


The Permite Paint Division of 
Aluminum Industries, Inc., Cincinnati 
25, Ohio, is now packaging its Per- 
mite Chrome Finish Aluminum Paint 
in a 12-ounce size Aeropak Spray can 

With this freon propelled package, 
the user simply presses the valve lo- 
cated at the top of the can, and alumi- 
num enamel is sprayed on the sur- 
face of the article in a smooth, bril- 
liant coat. The aluminum enamel! is 
said to be proper spraying consisten- 
cy and will not clog as it passes 
through the nozzle. The paint is ap- 
plied more evenly and with a thinner 
coat than is possible by brushing, it 
was announced. 





Enamel is de 


Spraying 
scribed as a satin-smooth, chrome 
like finish for use on all exterior and 
interior surfaces where the decorative 
effect of highly reflective aluminum 
is desired. It is claimed to have ex- 
cellent hiding power on wood, metal, 
brick or concrete, to withstand heat 
up to 450 degrees, and to resist cold 
moisture, steam, fumes, acids 
other corrosive agents. 


Permite 


ana 


Jacobsen Reduces Prices. 
Expands Mower Line. . 


Jacobsen Manufacturing Company, 
manufacturer of power mowers, has 
announced reduced prices on all mow 
ers, plus the addition of new models 
to its power mower line. 

In the popular size group, Jacob 
sen now has five power mower moa 
els: 18, 20 and 22-inch Bantam, 2 
and 22-inch Lawn Queen. In the larg 
er models, Jacobsen offers the Estat 
24, the 26-inch Lawn King and Park 
30 with optional trailmowers and rid 
ing sulky for Addi- 


added capacity. 


tional units include a power scythe 
power lawn edger, two hand mowe! 
models, and a full range of powel! 


mower attachments. 
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SOUTH BEND 


OREN-O-MATIC 
FLY ROD REEL 
for Perfect Line Handling 





AUTOMATIC e SILENT 
FREE STRIPPING 


Here’s the ideal companion for your 
favorite fly rod—the reel that is per- 
fectly balanced, quiet as a whisper, 
thoroughly dependable! Strips freely 
even with the spring at full tension— 
retrieves up to 25 yards of line auto- 
matically. Automatic line brake pre- 
a leader breakage and loss of fish. 

se this reel just once and you'll know 
w eo it's the most popular automatic 
fly rod reel made. 


Perfectly 
Balanced 
. therefore, helps to ° 
keep rod in natural posi- 
tion and prevents c anting. 
TWO MODELS 
No. 1130— $10. Capacity 26 yards of D 
line, 50 yards G line; weighs 8'% ounces. 
No. 11440—$10.50. Capacity 34 yards of D 
line, 80 yards G line, weighs 9'2 ounces. 


FREE! wew BOOK ON FISHING 


“Fishing —W hac Tackle and 
) When”—nearly 100 pages 
| of helpful fishing tips, bic 
and fly casting instruc- 
tions, fish records, fish pic- 
tures in color, tackle, etc. 
Write for yours now. FREE! 


SOUTH BEND BAIT CO., 900 High St., South Bond 23, ind. 


SOUTH BEND 


“A fost VG 


70 Vm ee, 
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Tips on Tackle 


by Hank Bruns 

4 GoopD basic knowledge of bait 
A casting reels is invaluable, 
if you are going to do an effective 


job of selling them. A reel is 
actually a rather simple mecha- 
nism that performs three func- 
tions: (1) stores line, (2) re- 


trieves line and (3) pays out line 


during the cast. 
The first two functions do not 
require much attention, assuming 


that the spool capacity is sufficient 
and that the gearing and level 
wind are well made and operate 
with a minimum of friction. 

The manner in which the reel 
pays out and controls the line dur- 
ing the cast is all-important. The 
line is pulled off the spool by the 
lure as it is propelled forward. As 
the lure slows down at the end of 
its travel, the spool must slow 
down proportionately or it will 
release more line than the lure can 


carry out and backlashes_ will 
result. 
Several types of mechanisms 


are used in reels to prevent back- 
lashes. One of the most successful 
types is that used in South Bend’s 
Level-Wind Anti-Back-Lash 
Reels, It consists of a_ built-in 
braking device actuated by a bail 
wire that rests on the casting line 
The brake functions only at the 
end of the cast when the slack 
line permits the bail wire to drop. 
Brake tension is instantly adjust- 
able for lures of different weights 
and wind conditions, or, it can be 
completely released. Incidentally, 
the original “anti-back- 
name is a reg- 


these are 
lash” reels and the 
istered trademark. They have 
been made for nearly forty years 
and are exceedingly popular 


Another anti-back-lash control 
is the “Synchronized Action” 
mechanism used in South Bend’s 
Perfectoreno Reels. It is very sim- 
ple in operation and has built a 
big following for these reels 


casters. Adjustments 
wind and other 
turning 
propel 


among bait 
for weight of lure, 
conditions are made by 
the spool cap to attain the 
spool control. 

Whatever type of reel you sell a 


customer, make an honest effort 
to sell him a reel that will give 
him a balanced outfit and serve 


him well in the type of fishing he 
plans to do. Sell him, without 
“over-selling” him, the best 
that he can afford and he'll get a 
lot more enjoyment out of his fish- 
ing. And remember, you can’t go 
wrong by recommending a South 
Bend reel (Advertisement) 


reel 
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More Fishing Fun with 


SOUTH BEND REELS 


Original— 
Genuine 
LEVEL-WIND ANTI-BACK-LASH REELS 

fewer backlashes insure more fishing 


$6.75 and up, 
Model 1250— $25. 


pleasure. Seven models 


Lilustrated above 





Famous 


Synchronized 

PERFECTORENO REELS Action” 
Designed to increase casting skill and an- 
prices $10 to 
Model 750 -$10. 


gling fun. Four models 


$13.50. I//ustrated abor 


South Bend reels make casting easier. 
They insure more fishing enjoyment for 


everyone by increasing Casting accuracy 


reducing fatigue and back 
They're built right 


by chow. 
Ask your local sup- 


plier to show them to you 


and distance, 
lashes to a minimum 
priced right proved right 


sands of fishermen 


LEVEL-WIND (ONLY) REELS 
Available in four casting models priced 
from $4.50 to $10.50. Two trolling mod- 


els with or without stag drag, 150-yard 
capacity — $13.50 and $11 respectively. 


FREE/ NEW BOOK ON FISHING 


Neatly 100 pages of helpful 
hshing tips, bait and fly cast- 






SOUTHBEND 


7 Ne Pit 


Ja VOU 6 le fish C4i6 





Rack Up More Sales - Rake in More Profits 
“in REEVE Shuresell 
GARDEN TOOL 
DISPLAYERS 
f 








The new improved REEVE Shure Sell 
Garden Tool Displayers are being wel- 
comed by hardware men everywhere 
as the most practical, economical and 
sales-producing advancement in gar- 
den tool displayers in the past 10 years! 
Easy to Install... Last a Lifetime... Steel 


for Strength . . . Riveted Comstruction for 
Durability .. Durashine for Gleaming Beauty! 


SHOVEL 
DISPLAYER No.418 
Holds 6 long handled shovels, 
spading forks, cultivators, lawn 
edgers or similar tools. 


RAKE — PITCHFORK 
DISPLAYER No. 420 


Holds 8 rakes or pitch- 
forks in a neat step- 
down row. 


HOE DISPLAYER No. 417 


Slanted single bar with 8 
slots for hoe display. 






Flexible, Interchangeable 

Items above are slotted for 

use on steel rails...Or 

may be screwed direct 

to wall. Displayer rails 

supplied as shown. 

WOOD CABINETS ARE NOT FURNISHED 

“D” HANDLE TOOL DISPLAYER No. 09 

— — Used in pairs these steel 

Sn, brackets provide space 

saving displayers for 

posthole diggers, forks and other tools best 
displayed at floor level. 

Send now for brochure giving 

full description. 

















Gladding Issues Booklet 
On Successful Fishing . 


The B. F. Gladding Co., South Ot- 
selic, N. Y., has issued a new 32-page 
booklet, titled “Successful Fishing in 
1950,” containing practical hints for 
the angler. 





There are pages describing the 
proper methods to be used for bait 
and fly casting, complete with illus- 
trations showing how to hold a rod, 
how to develop the right wrist action 
in casting a plug or fly, how to pre- 
vent backlashing, and how to reel in. 

Joe Godfrey, widely known fishing 
authority, tells what size line or 
what pound test line should be used 
to catch various species of fresh and 
salt water fish. His table of recom- 
mendations covers 75 different kinds 
of fish, and specifies the pound test 
or number of threads required for 
successful fishing. 

Gladding’s booklet lists 12 things 
that should be done before storing or 
using a line to help prolong the life, 
and insure the dependability of a line. 

A free copy of the booklet may 
be had by writing direct to the B. F. 
Gladding Co., South Otselic, N. Y. 





“Two for The Money”— 
New Remington Film . . 


Merchandising for profit is the 
theme of “Two for the Money,” new 
16 mm sound motion picture now 
made available by the Remington 
Arms Company, Inc., Bridgeport, 
Conn. 

The new film is the fifth in Rem- 
ington’s series of merchandising pic- 
tures, and the first to be done in 
Kodachrome. Directed to the hard- 
ware and sporting goods trade, the 


a free booking, interested parties are 
advised to write direct to Remington 
Arms Company, Inc., Bridgeport, 
Conn. 





H-I Revamps Fishing 
Tackle Sample Room 


Horrocks-Ibbotson Company of 
Utica, New York, has completely re- 
vamped its sample room of fishing 
tackle, greatly enlarging it and build- 
ing an entirely new set of cabine 
and fixtures for holding rods anc 
reels. 

A large view of the Atlantic Coast 
is reproduced as a mural in the room, 
adjoining a scene from the Rocky 
Mountains. There is a sample of each 
of the company’s products in the 
room, with over 7,000 items shown. 


Ss 





New Croaker Lure Has 
Hopping Action in Use 


A new, plastic, frog-type game fish 
lure, manufactured by F. S. Bur- 
roughs Co., Inc., of Ledgewood, N. J., 
is said to be so realistic in appear- 
ance that, placed along side a live 
frog, it is difficult to tell the imita- 
tion from the real thing. Called the 
Croaker, the new bait is authentic, 
even to the frogskin crinkle finish of 
the lure, it is claimed. 

The lure features a realistic, hop- 
ping action when in use. This is ob- 
tained through a patented, cup-like 








Another Ta-pat-co 


th 
PROVIDER 






You'll recognize this new Ta-pat-co buoy 
ant vest as a sure-fire seller to fishermer 
everywhere. Attractive design, quality 
construction and moderate price make it 
a natural profit-builder. 


Filled with new Java Kapok, covered 
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Our New ! : : with high quality drill and designed for 

Send teagan tee te g new picture emphasizes the impor- pat nay other activity. it fits “E 

of new improved items from tance of up-to-date store arrangement A Beaters seqneees Gf Ge oes A. sh IN 
ticket holders to large display and appearance, business manage- at’ , . i a : N 
its. 5 iv , 8s one of a long line o ‘a-pat-co out ) 

units ment and control, selective buying ocr and uncine ponteae. Witte as of fo 

with brands that will do the best see your jobber for details. Hi 

overall job, inventory control, com- cy 

A E E Vv 3 «i @ ) M PA NY pleteness of stock, and effective mer- eli 

“Serving America’s Retailers since 1913” chandising, it was announced. The AMERICAN PAD % TEXTILE C0. mi; 

The film will be shown at the va- lir 
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YOUR STORE CAN PROFIT 
ON THE BIG DEMAND FOR 






1lso 
Makers Of 
Bristol Golf Clubs 


SOLID STEEL CASTING RODS « “ELECTROMATIC" REEL 
NYLON BAIT CASTING LINE 





SOLID STEEL CASTING ROD No. 32, $10.00 (including tax) 


This solid steel casting rod has long been a national favor- 
ite. Comes in two lengths, either 414', or 5', as your custom- 
ers prefer. This — ed rod with sturdy guides has a salt 

. Its attractive appearance invites sales. 


water resistant finis 















SOLID STEEL CASTING ROD No. 38—20, 24, 30-inch 
$4.25 (tax included) —3, 3/2, 4/2, 5-foot— $5.00 (tax incl.) 
A very serviceable rod in the low price field. Made in 
lengths to suit all localities. Big seller. 


“ELECTROMATIC”" BAIT CAST- 
ING REEL $22.00 (includes tax) 


New in design. New in per- 
formance. Nothing like it. 
Helps improve casting accura- 
cy, Casting distance, practically 
eliminates backlash. “Electro- 
matic’’ action keeps speed of the 
line always in step with speed 
of spool. A big feature to at- 
tract. sales. 


NYLON BAIT CASTING LINE 
100 yds., 15 Ib. test — $2.60 


A Bristol-quality, core-deep, 
water-proofed line made of 
du Pont Nylon. Durable in 
either salt or fresh water. Avail- 
able in jet black, or light green. 
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amazing low price 
opens door to greater 
dealer profits 


Here at last a perfected 
fibreglass rod that thousands 

of anglers have wanted... 

j now at a price any of your 
customers can afford. A new 

j technical process makes it 
] possible to fuse thousands of 
glass fibres into one flexible, 
j translucent, solid shaft to form one of the toughest 
substances known. Not wrapped, not cored, not 
hollow . . . but solid— a rod material with qualities 
{ superior to any other. Take a look at Glasscaster! 


from 


°Q95 


retail 





@ Cannot rot or rust under any conditions. 

@ Combines amazing brute strength with permanently 

live, sensitive tip action. 

@ Will not break under fishing conditions, which would 
snap bamboo or steel. 
| @ Will not take a “‘set."’ 
' 





@ Precision tapered Glasscaster blade is solid fibreglass 
(not cored or tubular) . . . has keyed ferrule for 
correct ‘“‘locked-in"’ guide alignment. 


' Pe is 







CROSS SECTION shows 
thousands of Glasscaster’s 
glass fibres as they are fused into 
solid, flexible shaft to form one 
of toughest substances known. 
Guides are mirror polished, stain- 
less steel. Windings genuine triple- 
twist silk — heavily lacquered for 
lasting wear. 

WALTCO PISTOL GRIP... specially designed 
and balanced for minimum casting fa- 
tigue and maximum casting accuracy 
Made of handsome polished aluminum 
and tenite. 


Glasscaster Rods come in 3'/,’, 41/2", 5° and S'/," 
lengths . . . priced from $9.95 to $13.95. 

All rods have individual, heavy duty, fabric 
carrying case with reinforcing dowel. 


> waltco products 


2300 WEST 49th STREET 
CHICAGO 9, ILLINOIS 


JOBBERS WRITE FOR CATALOGUE SHEETS AND COMPLETE INFORMATION 


NATIONALLY 
ADVERTISED 
IN ALL 
LEADING 
OUTDOOR 
MAGAZINES 
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arrangement on the rear belly of the 
Croaker and three differently placed 
line attachments, giving the fisher- 
man a choice of three types of sur- 
face action, from violent to a jump- 
ing, skipping motion. 

The new lure is carded for display 
by the dealer and retails for 95 cents. 
Distributed through wholesalers, it is 
the first of an expanded line of test- 
ed lures to be marketed by the com- 
pany this year. 





-22 Caliber Mossberg 
Bolt Action Target Rifle 


A new .22 caliber, bolt action, 7- 
shot target rifle, Model 144, has been 
announced by O. F. Mossberg & Sons, 
Inc., 131 St. John St.. New Haven 5, 
Conn, 


aE” 


General specifications include: 26” 
heavy 13/16” round barrel with 
crown muzzle; target type beavertail 
stock of American walnut with high 
thick comb; built-up cheek piece; pis- 
tol grip and 144” swivels. 

The unit is fitted with Mossberg’s 
finest sighting equipment—No. S130 





Microclick receiver peep sight—and 
with the No. S-106 hooded ramp front 
sight which has four fixed (but in- 
terchangeable) inserts: a wide post, 
narrow post, bead and aperture. 
Receiver is grooved with dovetail 


on top to take Mossberg No. 4M4, 


4-power telescope sight. The safety is 
thumb operated and has red and 
green safety buttons inlaid in stock. 
Length overall, 43”. Weight, about 
8 pounds. 





Greater Power in Scott- 
Atwater Outboard Motors 


The Scott-Atwater line of outboard 
motors has been expanded in horse- 
power, price range, and operating 
features for 1950, according to a re- 
cent announcement from the com- 
pany. 

With greatest horsepower is the 
new 1-30 Shift twin, a model of more 
than 15 h.p. with a separate fuel 
tank and steering handle control of 
both throttle and spark, which sells 
for $349.50. Lowest in horsepower is 
the price leader 1-12, a 3.6 h.p. single 
to sell for $99.50. 

The new 1-30 Shift is an all-pur- 
pose motor which, according to Scott- 
Atwater engineers, has a high top 
speed for the racing fan, gives all- 
around performance on the family 
runabout, and can be throttled down 
to low speeds for the fisherman. 








NATIONAL HARDWARE WEEK Specg 
EAGLE RULES Zc ¢ 
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WANN 


An EAGLE RULE for every purse and purpose. |!/) dozen Display Packaged 6’ 
Eagle Folding Rules with choice of regular or inside markings. 6 ROYAL EAGLE 
Rules at $1.25 retail. 3 ALL-AMERICAN Rules at $1.00, 3 COLUMBIA Rules 
at 85c. 6 ARROW Rules at 69c retail. Your wholesaler will feature this National 
Hardware Week Special. Be sure to order from him. Your cost only $11.50. 
























EAGLE RULE MFG.CORP NEW YORK 59, N.Y. 








The 1-30 Shift, as well as all other 
Scott-Atwater Shift motors, will also 
have operating features in 1950 which 
were only on the 1-16 Shift, 5 h.p. 
model, last year. These features in- 
clude a équick-acting carburetor 
drain, single knob control, and auto- 
matic fuel shutoff and air vent. 

The Shift was first introduced on 
three motors of the Scott-Atwater 
line in January, 1949. It allows the 
motor to be run in reverse and neu- 
tral, as well as in the usual forward 
speed. 





Russelure Casting Models 
With Color Jackets ... 


Russelure casting models, all-metal 
with the Russelure adjustable action, 
are electroplated in permanent, tar- 
nish-proof alumilite finishes, in six 
colors: silver, gold, orange, green, red 
and black. 





With the color jackets for these 
models, the fisherman is said to have 
all the advantages of six 2-color lures 
with one casting model and the set 
of six color jackets. With all six col- 
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i 
Here's a Fine Quality 12-Foot 


Bamboo Fishing Pole in 4 Sections 
i 


@ To the Jobber or Dealer storage 
space is negligible. 

@ Users can tie a cord around it 
and lay in back seat of car. 


@ Available in 2, 3 or 4 joints. 


How many times have your cus- 
tomers wished for a bamboo fish- 
ing pole that wasn’t so long and 
unhandy? You can now supply 
them with fine quality poles in 
2, 3 and 4 joints that can easily 
be carried in the back seat of 
their car . . . and at very little 
extra cost. We are in position to give you 
benefit of direct import prices. 
JOBBERS ONLY! ASK FOR DETAILED 

OFFER TODAY 

INC. 


ALBERTS & MOREL, 


79 WALL STREET NEW YORK 5, N. Y. 
We Offer Two Centuries’ Experience 

















XUM 





Foot Valves for jet-type and 
high lift water pumps ever 
developed. Rubber Poppet 
can’t leak. Saves its cost in 


service many times over. 


. 3 Noiseless 
¥ etree VALVES 


All-position line Check Valves 
with Rubber Poppets for cold water and 
with Monel metal Poppets for hot wa- 
ter, steam, air or gas. Ask for bulletin 
No. 203. 


~ Onder from Your Jobber 
" STRATAFLO PRODUCTS, INC. | 
3 FORT WAYNE 1 UNDIANA 
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Sales 
JOHN H. GRAHAM 
& CO., INC 
105 Duane Sereet, 
New York 6, N.Y 


SANFORD BROTHERS 
oY 


The Cheney Nail Holding Hammer is a high 
grade tool with the added exclusive feature 
of the Cheney Nail Holding Device. A quick, 
easy demonstration means a sure fire sale 


and a pleased customer. 
Order today from your jobber. 
ESTAS. 1836 


CORP. 


QETTLE FALLS, Ww. Y., U.S. A. 
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A sales builder 


for your sports counter 


NOR-SURF 


BRAIDED NYLON 
SURF or TROLLING LINE 






Follow customer prefer- 
ence — stock NOR-SURF 


and watch profits climb! 









Its unexcelled smooth- 
» nessand flexibility mean 


repeat sales every time! 


ON TUBES-400,500, 
and 1000 yards of 
this coreless, soft- 
braided Nylon Line 
that won't burn the 
fingers or throw a 
spray in the wind! 
Permanent Sandcolor 

. made in Tests 24, 
27, 36, 45, 54, 63, 
and 72 lbs. 






Long Life 
Full Satisfaction 
Easy Casting 


... AND ON SPOOLS — — packaged 
with 6 50-yard connected spools in 
a unit ... the same high quality . .. 
made in the same Tests: 24, 27, 36, 
45, 54, 63, and 72 Ibs. No objec- 
tionable stretch, minimum wear from 
sand abrasion. Permanent Sand color. 


ASK YOUR JOBBER SALESMAN 





NORWICH 


LINE COMPANY, INC. 


The Line of Champions 
NORWICH, N. Y. 








Prunny: 
Hany 


ors in the casting models and the set 
of six color jackets, it is claimed that 
the fisherman will have all advan- 
tages of 36 different 2-color combi- 
nation lures. The color jackets are 
easily attached or removed without 
the use of tools, and the casting mod- 
els can be used either with or with- 
out the jackets, according to the man- 
ufacturer. 

Russelure casting models come in 
three sizes—Model No. 15%, No. 2%, 
and No. 258 (model Nos. refer to 
length of Russelures in inches), and 
are the correct weights for casting 
without addition of any weights to 
the line. 








Stanley Rollorama to 
Make Nation-Wide Tour 


The diversified line of hardware 
products manufactured by The Stan- 
ley Works, will shortly be taken on 
a nation-wide tour of inspection for 
the hardware wholesalers and retail- 
ers of America in a specially con- 
structed motor coach, it was an- 
nounced recently by company offi- 
cials. 

Designated as the “Stanley Hard- 
ware Rollorama,” the new mobile dis- 
play coach will carry over 1300 sam- 
ple iter.s in the company’s builders 
hardware line and will visit every 
city in the country and be displayed 
under the direction of specially 
trained factory representatives. The 
Rollorama is constructed on a stand- 
ard, 36-passenger motor coach chasis 
with a modified body. 

George P. Merrill, general sales 
manager of The Stanley Works hard- 
ware division, said, “The main pur- 
pose of the Rollorama is to assist the 
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entire hardware trade by bringing a 
con. letely stocked showroom directly 
Aboard the 
motor coach, a dealer may examine 


to the dealers’ doors. 








Are you letting this power 


flow over the dam? 


Every year American manufacturers 
of brand name goods back up their 
products with a powerful stream of 
advertising messages. 


Some retailers are astute enough to 
harness this tremendous power to 
their own sales turbines by letting 
it be known that the advertised 
brands can be had at their stores 


But others let this power flow over 
the dam without hitching their tur- 
bines to this mighty cataract... and 
miss a big opportunity. 


In addition to the fact that name 
products by famous makers outsell 
“unknowns” nine times out of ten, 
brand lines have other healthy ef- 
fects on your balance sheet. For ex- 
ample: 


. Pre-sold by maker’s advertising. well-known 
brands require less sales effort in the store 


2. Repeat demand levels off inventories and re 
sults in fewer markdowns 
3. Manufacturers with nvestments in public 


good will are quick to make adjustments on 
unsatisfactory goods 


4. Famous brand names have more compelling 
display value in your windows, and bring 
people into your store. 


Why waste the business building 
forces of the advertising dynamo? 
Build a reputation as famous brand 
headquarters and ride the tide to 
greater volume 


Bua nd Tlames 


INCORPORATED 


A NON-PROFIT EDUCATIONAL FOUNDATION 
119 WEST 57th STREET, NEW YORK 19, N. Y 


Foundation 
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For More Flavorful 
Coffee, 
Feature the 
EMPIRE 
PERCO-DRIP 


Coffee made without 





EMPIRE 
HI-LO 


PIVOT-LITE 


A PROFIT LINE of Quality 
Products At POPULAR PRICES 
For Homemakers, Sportsmen, Children 







— Tastier Toast With An 






EMPIRE boiling in an Empire ouey spares, Se 
ARISTOCRAT ant gee OE Eg wants this brand new 
' 4 . - iv -Lite 

Toaster Starts perking in 60 Soe bene. “a akin 






seconds. Smartly mod- 
ern styling. Designed 
for years of service 
@ Brilliant Polished 





and top, swing in a 
vertical arc from 
pivot in lantern 
base. Only lantern 





Makes toast that's al- 
ways an even, golden 
brown—crisp on the out- 

















side, light and moist Aluminum we 
° Fi © Direct-Heat Emer gins te %.Cup Sis TE Bosh lights at same 
@ Cool Ebonized @ Flip of Door Turns sion Unit @ Fully Guaranteed, time. Stands, carries, single or double 
Handles Toast Automatically @ Cool Thermoplax Underwriters Lab- hangs up—steys pet ght wherever want- 
@ Underwriters’ Lab- @ Flat Top to Keep Handle oratories Approved at any angle. Com- ed. Long-lasting bat- 
oratories Listed Toast Warm No. 1801, 5 Cup—tist: $3.95 fortable bail han- tery and Mazda 
@ Designed for Long @ Smart Styling — Lus- No. 1802, 9 Cup—tist: $4.75 die. Throws brilliant bulbs 
Service trous Chrome Finish Ag oy 
No. 769, List: $3.95 io. : : . 





EMPIRE ELECTRIC Little Lady 
HOUSEWARES “ AND EMPIRE TOYS 














THE METAL WARE CORPORATION _ NEW YORK, 200 Sth Avenue 


TWO RIVERS, WISCONSIN CHICAGO, Room 1411A Merchandise Mart 


Model 76A Power King is a thoroughly dependable / 
product resulting from nearly 70 years of specialized 
MODEL 550 DELUXE lawn mower manufacturing experience. You can offer 


lightened by aluminum alloy— this quality power job to your customers with ab- 


yet shock-proof, sturdy and dur- solute confidence. 
able. Smooth running, prompt 








acting, easy to propel. An ex- Completely modern design, Precision built. Ay LAWN 
clusive Buckeye feature, the Many desirable features:—Aluminum alloy : i> MOWERS 
double paw! clutch, gives quick castings, Tubular steel handles. Attractive . 

pich-up to the reel. baked enamel finish. 5-blade ball bearing goer SINCE 1880 


reel with take-up for wear. 20” cut, ad- 
justable for height. Positive clutch. Highly 
reliable power unit, Rugged tires. 














Tubular steel handle, 
stands vertical for easy 
storage. Rubber grips. 

10” wheels. Tires ee 












semi-pneumatic, 5- STRONG 
blade ball bearing MODERN 
reel, 16” cut. . 
Rubber roller. WEIGHS ONLY 






Weight 29 Ibs. 






87 Bs. 


MODEL 76A POWER KING 







Information 
on request 











MANUFACTURING COMPANY 
* SPRINGFIELD, OHIO 
POWER & HAND LAWN MOWERS 
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the Stanley line at first hand, get 
help in his hardware problems from 
the Stanley factory-trained represen- 
tatives. On special blanks which will 
be provided, he may also have orders 
placed through his wholesaler. The 
introduction of the Stanley Hardware 
Rollorama represents no change in 
The Stanley Works hardware dis- 
tribution policy, but it does represent 
the continuation of missionary work.” 

Announcement of the Rollorama’s 
itinerary will be issued at a later date, 
company officials said. Colorful ad- 
vance postcards will notify distribu- 
tors when to expect the Rollorama in 
their territory. 





Alberts & Morel Offers 
New Bamboo Pole .. 


Alberts & Morel, Inc., Importers, 
79 Wall Street, New York, N. Y., is 
offering a new bamboo pole made in 
two, three and four sections. Claimed 
to be of highest quality, the bamboo 





poles are easy to assemble and con- 
venient to carry in a car. 

According to the company, these 
poles, because of their sectional con- 
struction, cause no storage problems 
for dealers. 


Edmont Latroduces New 
“Green Thumb” Gloves 


Following the old adage that suc- 
cessful gardeners have a_e green 
thumb, The Edmont Manufacturing 
Co., Coshocton, Ohio, has introduced 
a new garden and home utility glove 
that features green colored thumbs. 





Made of soft, chamois-colored ma- 
terial which is impregnated (not 
coated) with vinyl plastic, they are 
said to repel dirt, protect hands, and 
withstand wear better and longer 
than ordinary fabric utility gloves. 

Each pair of Green Thumb gloves 
is individually packaged in a plio- 
film envelope—kept fresh for display 
and inspection. The two gloves are 
stitched together at the cuffs, with 
an attractive information folder 
string-tied to them. 

A guarantee of satisfaction is in- 
cluded. Fair traded to retail at 79c 
per pair, dealers are being offered 
a sample pair and complete informa- 
tion for 25c. 





Midway Auger Bit Set 
Packed in Leather Case 


A new five-piece auger bit set, 
packed in a sturdy leatherette case 
for easy handling, is announced by 
Midway Tool Co., Melvin, Ohio. 

The set consists of %4” 3%”, 12”, 















No. 310 

LYMAN IDEAL RELOADING TOOL 
FOR RIM OR RIMLESS 

is CARTRIDGES 








SHELL EXPANDING 


muliit 
eesizee DECAPPING #00 


——— 





PRIMIBES | 
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economically 
and safely 


Here's a basic reloading outfit 
for only $21.50. Ideal 310 Tool 
for reloading operations, avail- 
able for all popular cartridges 
$11.50. Ideal 55 Powder Meas- 
ure for precise charges $10.00. 


You'll save a big part of your 








arrimc Pi ees ammunition cost with Ideal Tools. 


SEND FOR COMPLETE IN- 
FORMATION ON LYMAN 
PRODUCTS FOR SHOOTERS 








The LYMAN GUN SIGHT CORPORATION, Middlefield, Conn. 








58”, and 34” bits in a new highly pol- 
ished, durable finish, known as mir- 
brite (mirror bright). Bits are preci- 
sion made of special chrome alloy 
steel, hammer forged with accurately 
centered screws and clear, open 
throats for fast chip clearance. 

The five-piece set is especially 
suitable for small industry or home 
workshop use. For details, write The 
Midway Tool Co., Inc., sales office, 
Arcade Building, Cleveland. 





Home Polisher Introduced 
By Red Devil Tools .. 


Red Devil Tools, Irvinton, New Jer- 
sey, has introduced a new FP23 elec- 
tric home polisher, retailing at $29.95, 
for waxing floors. The polisher 
weighs only 6 pounds 9 ounces, but 
gives professional results, it was an- 
nounced. 

Bristle brushes rotate, at the floor, 
at 5,000 RPM. As the polisher moves, 
the felt buffing ring is said to elimi- 
nate any swirl marks; the FP23 buff- 
ing as it polishes. Brush and buffing 
ring total 842” diameter. Knee action 
spring and vacuum pressure keep 
brushes on the floor at all times. 








The polisher is tested and labeled 
by the Underwriters’ Laboratories, 
and the extra long, non-marking gray 
rubber extension cord also carries 
this seal of safety. 

A Universal 110-120 volt, fractional 
horsepower motor, operating on both 
AC and DC, powers the polisher. 





Formula 40 Metal Polish 
For Sporting Geods Care 


The John C. Charles Co., 1436 N. 
Kenmore Ave., Los Angeles 27, Cal., 
has introduced Formula 40, a new 
metal polish which has been tested 
recently in several hardware and 
sporting goods stores, according to 
the announcement. 

Hollywood-Vermont hardware 
store, a typical neighborhood store 
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FOR THE BEST IN 


JOINTED BAMBOO 
FISH POLES 


SELL 


St. Crotx 


. made from the finest imported 
bamboo, flame tempered and re- 
straightened. Special processing 
gvorantees stock free from cracks. 
Exclusive features such as “band-eye” 
gvides and tips, rolled edge ferrules, 
sealed and doweled ends, turned 
handles, special finishes, etc., make 
these the poles you'll be proud ‘to 
sell. There is a model and a price 


to fit every situation. 


Write for information on the 
complete line and the name 
of your nearest jobber. 














water 
systems 




















BEST SELLERS 
- « « right down the line! 


You’re set to sell every water system 
prospect with the complete Myers line 
of Ejecto and Reciprocating Types. 
They offer capacities to meet every 
possible requirement. They rate second 
to none in buyer preference — because 
their exceptional quality is nationally 
known. Get 
Myers Water 
Systems out in 
front in your 
store. You'll see 
them move out 
fast ... and 
steadily! 


THE F. E. MYERS & BRO. CO. 
Dept. P-63, Ashland, Ohio 
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THE 
VALUE IN 


LANDING NETS 


iS 


Taken from any angle... 
materials ... workmanship .. . 
price . . . exclusive features .. . 
you'll find St. Croix the net value 
of the year. The cadmium frame, 
strong net, hardwood handle and 
brass ferrule are all top quality. 
A twist of the wrist and the 
St. Croix net folds back for corm 
venient carrying or packing. The 
positive ferrule lack will not come 
loose while net is in use. A fea- 
ture sportsmen want. Sizes and 
styles to fit all needs, 


Write for information on 
complete line and name of 
nearest jobber. 


Sz. Groct corp., unity, 


WIS. 
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in Los Angeles, was chosen as one 
of the key hardware test stores. 
From a small counter display of the 
merchandise and a window streamer, 
the store reported the sale of 123 
jars in a 45-day period. 

Art Kelly’s Sportsman’s Shop, with 
a down-town location, was a key test 
store for the sporting goods field 
and in 30 days reported sales of 87 
jars, to fishermen for polishing 
lures and reels; hunters for guns, 
camping equipment and_ knives; 
golfers for their clubs; and to a 
number of customers for assorted 
home or boat chores. 

Formula 40 cleans brass, chrome, 
copper, nickel, and other metals 
without rubbing, it is claimed. A 
brass lure, tarnished by years of 
use was reported to have been 
cleaned in 40 seconds by covering it 
with a thin coat of the polish and 
then rinsing off. The product is 
claimed not to damage metal, as it 
attacks only the oxidation and dis- 
solves it chemically. It can be used 
to remove rust. 





Troy Sunshade Announces 
Metal Door Canopy ... . 


A door canopy specifically de- 
signed for direct over-the-counter 
sales is the new Troy Sunshade metal 
door canopy, packed in a flat carton 
with visual directions that make it 





easy for the buyer to assemble and 
hang his own canopy. 

A product of the Troy Sunshade 
Company, Troy, Ohio, the canopy is 
48” wide and has an extension of 
37142”. It fits any doorway from 30 
to 38 inches wide and permits the 
screen door beneath to open fully 
without interference. Constructed of 
heavy gauge, rust-proofed steel, it 
will withstand the strongest gales 
and heaviest snows, it is claimed. 

Available with dark green, brown 
or white baked enamel finish, the 
canopy adds a touch of beauty to 
homes and offers the utmost in year- 
round doorway protection, the com- 
pany announced. It is priced to re- 
tail at under $20.00. 





KLEENCUT 8 STAR ASSORTMENT 





+ + + + tH HH 


8 BEST SELLERS ON ONE CARD 


15c to 98c RETAIL 


* 7" Dressmakers’ Shears 


* # Sewing and Utility 
cissors 
ON EACH * 7" Straight Trimmer Shears 


MOUNTED 


(all prices slightly higher 
Denver and west) 


*« 7'/," Barber Shears 
* 4" Blunts 
* 8" Kitchen Shears 





CARD * os and Utility * 3'/2" Embroidery Scissors 
ORDER See Your Jobber or Write 
World's Largest Manufacturer of Scissors and Shears 
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Futuro Plastic Salad Set 
in All Burrite Colors . . 


Packaged in a decorative gift box, 
the new Futuro salad set, product of 
the Burroughs Mfg. Corp., 3831 Ver- 
dugo Rd., Los Angeles, Calif., con- 
tains one 10-inch bowl, one seven- 
inch bowl, a nest of four five-inch 
bowls, and salt and pepper shakers. 





According to the manufacturers, 
the set is of Burrite’s latest styling 
in high-quality plastic, is available in 
all Burrite colors, and makes an at- 
tractive gift for many occasions 
throughout the year. 

The set retails for $2.49. 





Atkins’ 1950 National 
Hardware Week Special 


A special assortment of Silver 
Steel Nest, Compass, and Keyhole 
Saws of a pattern and special price 
for Hardware Week only, has been 
announced by E. C. Atkins and Com- 
pany, Indianapolis 9, Indiana. 

The assortment consists of: two 
39B, 10” Keyhole saws; six 37B, 12” 
Compass saws; two 38B, 12” Compass 
saws, and two 36B, Nest of Saws, 
plus an attractive counter unit in 
red, white and black (National Hard- 
ware Week colors), and a talking 
sign for the dealers’ windows. 





A feature of the deal is said to be 
that the merchandise is of Atkins’ 
top-grade Silver Steel Saws, plus 
Tenite plastic, Perfect-Grip handle 
with Hardware Week label on each 
handle. The compelte unit sells to 
the dealer for $13.25 per package. 

The consumer is said to save 20 
percent on any of these items, if he 
buys during Hardware Week. This is 
pointed out in the talking window 
sign, which lists all features. 
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ACCEPTED - -: 


POPULAR LINE OF KITCHEN HELPS 
4 





No. 810 Dazey 
Blend-R-Mix 





No. 150 Dozey Crackit 
Nut Crocker 


THE DAZEY DELUXE CAN OPENER 


IN DAZEY KITCHEN -TESTED COLORS ea 


© Profits—profits, and more profits 





when you sell Dazey Kitchen Helps. a 
Famous Dazey products are con- Opens and seals 
sumer accepted... quality tested... jars, bottles, etc 
nationally advertised...Dazey Lh 
No. 160 Dazey Kitchen Helps are available in Dazey ( a 
Triple Ice Crusher kitchen-tested colors, either individ- =_ 
vally packaged or in gift package a 
assortments. Ask your regular jobber 
or write today for literature and yg ham ay 


prices. 


No. 900 Dazey Sharpit 
Knife ond Scissors Be are 
Shorpener 
Form a Dazey %% CHAIN of kitchen prod- 
ucts...CAN OPENERe KNIFE SHARPENER 
JUICER @ ICE CRUSHER ¢ BLEND-R-MIX 
NUT CRACKERe FAMOUS DAZEY CHURNS 





DAZEY CORPORATION + ST. LOUIS 7, MO. 














FITLER 


SERVES THE SOUTH 
. 
A ROPE FOR EVERY NEED 


FITLER 





@ Manila Rope @ Sisal Rope 
@ Lariat Rope @ Fishing Rope 
@ Transmission Rope 


For 146 years the South has been a consistent 
user of FITLER ROPE. Look for the blue and 
— colored yarn registered trade mark in all 
itler Brand Pure Manila Rope. 


THE EDWIN H. FITLER CO. 
Philadelphia 24, Pa. 
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NATIONAL ADVERTISING KEEPS 
GLADDING THE BRAND IN DEMAND 






NEW PLASTIC CASE— now 
comes with Gladding’s 
Invincible, Dauntless, Blue 
Ribbon. Has sliding lids. 
Perfect for hooks, sinkers, 
spinners, leaders, etc. 


COUNTER DISPLAY! Two 
boxes, each holding 50 yds., open 
on hinges to make beautiful dis- 
play. Can be snapped apart and 
sold separately . . . or can be 
folded into space-saving, self- 
locking, double-deck display. 


Get Your Share of SALES with 
This Arresting Counter Display 


This year, more than 15 million Gladding advertise- 
ments will appear in Saturday Evening Post, True, and 
leading outdoors publications! They’ll feature Gladding 
lines in their new plastic utility cases. Make Gladding’s 
national advertising YOUR advertising! Put Gladding 
lines on display today. 


7... B. F. GLADDING AND CO., INC. 
— SOUTH OTSELIC, NEW YORK 


Est. 1816 





@ Sliding lid opens easily, stays 
shut securely. Comes with every 
Gladding tapered line. Available, 
at small extra cost, with Gladding 
level fly lines 





















































Ke 


QUALITY 


TOPS IN VALUE 
LABOR-SAVING 


FEATURES 
#400 


@ T-rated-Plus... 

© Sm-o-o-th, Positive Action 

| ® No Arcing — No Pitting — 
No Failures 

© Compact—But Strong and 
Mighty 

@ Saves 10% Wiring Time 


#300 


@ T-Slot Plus... 
@ Uniform, Preset Pull 
® Solid, Eye-Appealing, 
Strong 
| © Huge Screws—Backed Out 
—Ready 
/ @ Saves 10% Wiring Time 
Meet and surpass REA & 
Federal Specifications 


@ WRITE FOR CATALOGUE 
AND LITERATURE! 


OVER 100 NEW DEVICES 


SLATER 


ELECTRIC & MFG. CO., Inc. 
| WOODSIDE, L.I., N. Y. 


setetiiichcaiiaieditet Daateritiheeonis nu: kdlitecam aie 
¥ ‘ 
: 2 a 
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Be in 


Phillips Lures Available GALVANIZE D SOLI 


in Choice of Patterns . 


The line of Tenite fish lures manu- C L OT W BS L | * E 


factured by the Phillips Fly & Tackle 
Co., Alexandria, Penn., includes (eft 
to right in picture) the Spin Devil, 
Spino-Mino, Forty Niner with single 
treble hook, Weighted Popper, and 
Forty Niner with treble hook and 
hair legs covering two additional 
hooks. Each model is available in a 
choice of patterns, painted with lac- 


Pol mm LZ 2, Z Ti 
quers. cl 47 
fp ‘ 


ag 


1 Doz. Coils Per Box, 2 Boxes Per Carton 





Every coil smoothly rolled, correctly 
measured. 

High quality steel wire—easily unrolled— 
easily hung. 

Coils are bright and shiny and have ‘buy’ 
appeal—won't soil or stain clothes. 

A permanent line for any use—heavily 
galvanized—peel proof coating. 

Packed 12 coils, either 50, 75 or 100 feet 
each, in each re-shipping box. 2 boxes 
per carton. 


. ; Order today! Boost your clothes line soles. 
The translucent Spino-Mino is . : 


molded over a plated metal tube 
which flashes through the plastic. e 


The Weighted Popper has a hollow 2715 NORTH 24TH ST. BIRMINGHAM, ALA. 


nose said to give the lure a lively | p, 9, gox 5355 N. BIRMINGHAM STATION 
popping action. The Forty Niners are 


specially designed lightweight pop- Our 13th year of ae ne Trade 


ping lures for use with spinning 
equipment or with lightweight cast- 
ing outfits. The small Spin Devil, de- 
scribed as effective for all types of 





game fish, is so constructed that it FOR 
cannot twist the line, and has a pro- 
peller-type spinner blade which will VA L E N TI N E 


spin in dead water with a slow re- . A L ig S 
(Also Weddings, Birthdays, Mother's Day) 


SELL 


trieve, according to the manufacturer. 





Horton Completes New 
Sound Film in Color . 


“Fourteen Million Go a Fishing” is 
the title of a new sound picture in 
color recently completed by the Hor- 
ton Manufacturing Co. of Bristol, 
Conn., makers of Bristol fishing 
tackle. According to the announce- 


ment, the film was designed for two GIFT PACKAGED 
specific purposes: to show the public TO MOVE EVERY DAY! 


Bristol products in the process of 
manufacturing, and to show Bristol 
Products being used over various 
waters. 





























For fishing club groups, the film Seal-tight 
will take approximately 20 minutes tomperproof 
to run, being about 800 feet long. pockage 
However, when being shown to sales 
groups, there is an additional footage e CAN OPENERS 
of about 300 feet which will not be 
shown unless specifically requested, e ICE CRUSHERS 
it was announced. 

The film will be available to vari- e JAR OPENERS 
ous groups, and whenever possible a 
representative of the Horton Manu- e KNIFE SHARPENERS 
facturing Co. will attend the meeting 
and answer any questions regarding SWING-A-WAY MFG. CO. 
the picture or the products. 4100 BECK AVE., ST. LOUIS 16, MO. 
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Treble or semi-weed- 
less, double hooks. 


Patented cup arrangement on underside makes Croaker 
gurgle, waddle, and walk on water. 3 built-in actions. So 
beautifully and realistically made it sells on sight. And 
what a wonderfully low -price! 9 ¢ 

LIST 5 EACH 


1 DOZ. TO DISPLAY CARD 


pLastic “FIREBUGS” 


Firelacquer finish, 4 to 8 times more 
visible, more saleable! Rugged new 
a plastic poppers in 2 series, 5 colors. 
“pT” _ Best made low priced bugs on the 


2 Ne — List 65 sacs 





“ST” SERIES 








2 2 DOZ. TO DISPLAY CARD 
THE “TAD-POLE” SS 
New jointed, wiggling under- ae 7 
water sensation. A real fish- \ 
teaser yet different from all USTg 99 ¢/ r 
other competitive lures. s] EACH _ VY, — 


* SEND FOR CATALOG INFORMATION DISPLAY CARD 


* STANDARD TRADE DISTRIBUTION 








F.S. BURROUGHS CO., INC. 


iG iele) 3) felele) 


fer . . , 
and outside 
pring fir-ufe 
by CONSUMERS 


NEW JERSEY 













¢? 






















PATCHING 

PLASTER 
For cracks, holes, and 
general repair. Mixes 
white in cold water — 
knits to old plaster im- 
mediately. No sizing 
necessary. Packed in 
cartons and bags from 
1 to 15 Ibs 


5 
CONGRETI 
PATCHER 














ost Te athe . 
wes oenent coucl 





ORDER FROM YOUR WHOLESALER. 


CONSUMERS GLUE CO. 


1515 N. HADLEY ST. ST. LOUIS 6, MO. 
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Black Leaf 40 is a safe, reliable, dependable insec- 
ticide, backed by many years of successful use as a 
spray, dust, delouser, dip, drench and repellant. 

ome gardeners, farmers, poultrymen, orchardists, 
vegetable growers, flower growers, and stockmen use 
this well-known product. 


Black Leaf 40 is nationally advertised in thousands 
of publications. It sells every month of the year, 
reducing your inventory by replacing numerous 
seasonal, one-purpose items. It pays you to stock 
Black Leaf 40. 


TOBACCO BY-PRODUCTS & CHEMICAL CORPORATION 
RICHMOND, VA. « SAN FRANCISCO, CALIF. 


prusanue, pepenvasie PESTICIDES since 1885 








Wright Fur Farm Netting 
is always reliable... a 
prime necessity in fur farm- 
ing. Caretully and evenly 
woven from quality wires 
heavily and brightly gal- 
vanized by the Wright 
process. Made in sizes to 
meet various requirements. 
Southern Representatives: 

D. C. HORNIBROOK 

E. L. HORNIBROOK 

Box 176 
Avondale Estates, Ga. 


LAWRENCE J. BALDWIN 
& SON 


306 Carondelet Bidg. 
New Orleans 12, La. 


STEEL & 


WIRE CO. 
MAS S. 


Tt WRIGH 


fen fee oe ee. 
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South BEND Croquet 





MODELS FIT EVERY 
CUSTOMER NEED! 





Model 986 
Deluxe Six Ball Set 


Popularly priced South Bend Croquet is 
offered in 4 and 6 ball standard and deluxe 
models to meet every customer requirement. 
Each set has the same gay, colorful styling as 
well as the same quality manufacture, such as 
tock maple balls and hardwood mallet heads 
with screw-in handles. 


Show Thio Book, 


16 page, 2-color book— 
“How To Play Croquet” 
—describes complete his- 
tory and rules of game — 
25c list. Quantity dis- 
counts to dealers. 








SALES REPRESENTATIVES 
East—Julius Levenson, 7 East 17th St., 


N.Y. 
South —Louis Williams & Co., 3rd National 


Bank Bidg., Nashville, Tenn. 
Midwest—South Bend Toy Mfg., So. Bend, Ind. 
So. Calif. & S. W.— Anderson Sales Company, 

730 W. 10th Place, Los Angeles 15, Calif. 
No. Calif.— wees, Cle 718 Mission, 


San Francisco 
Denver & Pac. N. W.-—Leo Schessee, 2840 W. 


93rd St., Mad 7, Wash. 
SOUTH BEND TOY MFG. CO. 
SOUTH BEND 23, INDIANA 


ote 





AMERICA’S FAMILY GAME 
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Union Offers Guide to 
Better Merchandising 


To help the hardware dealer do a 
more effective job of merchandising, 
The Union Fork & Hoe Company has 
produced an illustrated guide for re- 
tailers and their employees covering 
store display, personal salesmanship, 
and advertising for farm and garden 
tools and shovels. 





how to sell 
Steel Goods 
and Shovels 


Principles of modern mass display 
of stock and the use of movable spot 
displays provides a condensed sales 
training course on how tools are 
made, their special features of con- 
struction and specific uses, and of- 
fers advice on the most effective ap- 
proaches for a salesperson to employ 
in selling different types of tools. 

How to prepare newspaper and 
mail advertising and make better use 
of advertising helps from manufac- 
turers is also explained with ex- 
amples. 





Werner Announces 1950 
Chromtrim Mouldings . . 


For 1950 the R. D. Werner Co., 
manufacturers of Chromtrim Trim-it- 
Yourself metal mouldings, announces 
a new line of stainless steel mould- 
ings in 13 different styles. 

Chromtrim stainless steel mould- 
ings in 6-foot lengths will be included 
in the consumer line, and 12-foot in 
the mechanics’ line. 





In addition to the 13 stainless steel 
numbers, nine wallboard and wall 
linoleum shapes have been added to 
the Chromtrim line of Trim-it-Your- 
self shapes, which now includes 38 
shapes from which the dealer can 
make his own selection of 14 styles 
and receive the newly designed stock 
and display merchandiser. 

“Pick of the Pack” is the theme 
which has been created to introduce 
the Chromtrim 14/60 deal to the 
trade. 








DIE ETZ) 


\. LANTERNS J 








STOCKING 


DIETZ 


MEANS REPEATS 
Over a Century 
of World Wide 

Acceptance 


|R.E. DIETZ COMPANY 
EST. NEW YORK 1840 


OUTPUT DISTRIBUTED THROUGH THE JOBBING TRADE EXCLUSIVELY 

















Pp avvithe Wowls 





“SUPREME FINISH" 
MEANS EXACTLY THAT 


The bowls are of choicest Wild Cherry and 
Hard Maple woods. They are sanded to satin 


smoothness, then finished with our exclusive 
"Supreme" process. The finish penetrates and 
becomes an integral part of the wood. The 
beautiful grains and colors remain clear and 
natural permanently. 

Fruits, garlic, onion, fish, alcohol do not 
injure—just wash like dishes and the bowls 
stay free from unwanted stains, tastes and 
odors. 

That's why they are the finest salad bowls 
you can sell. Make sure now that your stock 
of bowls, spoons and forks is complete and 
well displayed. 


J. SHEPHERD PARRISH CO. 
205 West Wacker Drive Chicago 6, Ill. 


The World's Largest Manufacturer of 
Fine Wood Bowls 
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OMBINATION 


G FLOAT 


FOR BOTH CASTING 
AND STILL FISHING! 








OVER 2 MILLION SOLD LAST YEAR! 


Five popular sizes-at popular pre-war prices, 20¢ to 40c 
retail. Also 3 fast selling Lumi-Glow models-glow in the 
dark for night fishing thrills! Nationally advertised. Avail- 
able through leading jobbers everywhere. 


PLACE YOUR ORDERS 
WITH YOUR JOBBER NOW! ceientnee 


DAYTON BAIT CO. frennesrn 


3307 N. DIXIE DRIVE « DAYTON 5, OHIO 








Silayjlex GLASS FIBER 
ROD BLANKS 


Make America’s Finest — Fishing Rods 





13 Fresh Water Models 
14 Selt Water Models 






3 Piece Fly Rod Blank 








This name stamped perme- 


will = coy on the butt of every 


The highest quality ferrules especially designed for each 
blenk, expertly mounted on all fresh water blanks of the 
factory. Write for Price List. 


NOW! °/</ KITS 


Sile-flex Kits are completed reds witheut guides end top. All fresh 
weter bienks furnished in soft, P cases, solt woter kits with 


or without soft cases 
al 


LY ROD KITS 
CASTING ROD KITS saut WwaTen KITS 



















Kits ere mode of Polyethylene, © trensperent 
plestic cleth which will net deteriorate or stick te red vernish. Write fer 
complete, illustrated price list. 


PACIFIC LAMINATES 


ISSO NEWPORT AVE., COSTA MESA, CALIF. 
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BETTER MEASURE 


WITH [UF KIN 


NEVER BEFORE A TAPE WITH THE 
SALES APPEAL OF THE LUFKIN 


CHROME-CLAD “LEADER”! 


1—Special Lufkin Chrome - Clad 
non-glare finish. 

Resists both rust and corrosion. 
Will not crack, chip, or peel. ; 
Steel tape line is kink and CEs SASS 
wear resistant. 

5—Durable black markings 7-Sturdy,strongsteel case 






eon 


bonded to steel. liner. 
6—All markings sunk deeply 8 —Covered in handsome 
below tape surface. imitation leather. 


DIAGRAMMATIC CROSS-SECTION VIEW 


» 


1. Hardened Steel Tape. 2. Rust 
resistant Coating. 3. Multiple Coats irae 


of Flectroplating 4. Hard, Smooth TE pele 
Non-Glare Chrome-Plating. 5 

Black Markings Bonded to Steel Yom 
Sunk Below Surface > 


Sell the Lufkin “‘Leader”’ pend Clad Steel Tape to 
your customers and you'll assure complete satisfaction. 


Sell [UF KI PRECISION TOOLS 


THE LUFKIN RULE CO. 
SAGINAW, MICHIGAN + NEW YORK CITY + BARRIE, ONTARIO 




















EASY SELLING 


FC ANE 


Rotary Power Lawnmower 








| NEW Low Price 
, NEW 1950 Model 
NEW Sales Features 


One look at this brand new 1950 HURRICANE 


practically closes the sale prospects 
turn into customers as if by magic! But 
it's no wonder — those many, many 


HURRICANE sales features and that 
new low price for a big deluxe mower 
will make HURRICANE your best 

seller, too! 
If you do not hove the Hurricane 
line now, send us the coupon be- 
low By return mail, you'll re- 


ceive all the facts about this 
new, fast selling 1950 HURRI 
CANE ACT NOW 


MAIL THIS COUPON TODAY 


NATIONAL METAL PRODUCTS COMPANY, INC 
Department *-2, 2722 Cherry Street 

Kansas City 8, Missouri 

Gentlemen: Send me, without obligation, all the facts about your 
new, low-priced 1950 HURRICANE Rotary Power Lawnmower, | 
want more lawnmower profits! 














Company Name 







Address 






City 
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SPECIAL! 


FOR NATIONAL 
HARDWARE WEEK 


Devil, 


Rod 


A SAMPLER OF 11 RED DEVIL PAINT, 
GLASS and SCRAPING TOOLS IN 
ALL-STEEL UTILITY KIT 


Full trade discounts from low “‘sale price.” 
Backed by streamers, counter cards, mats, 
national advertising. Order from your 
Jobber or write. 


Red Devil Tooks. 


IRVINGTON 11. NEW JERSEY. U § A 











aus 


= 





EMBURY 


AIR PILOT 


LANTERNS 


Streamlined design, quality construc- 
tion and over forty years of depend- 
able lighting service are strong selling 
features of EMBURY lanterns. 


For more AIR PILOT lantern facts, write 


EMBURY MANUFACTURING CO. 


290 Allen Street Warsaw, N. Y. 








Foster Announces New 
Aluminum Cee Clamps 


New Cee clamps, said to be con- 
structed of the strongest cast alumi- 
num alloy yet developed, are offered 
by the Foster Aluminum Alloy Prod- 
ucts Corporation of Forestville, N. Y. 

The Cee clamps are light and save 
up to 60 percent in weight, it was an- 
nounced, and will not rust or cor- 
rode, are free of fire hazard caused 
by sparks, and are spatter-proof in 
welding operations. 





with double 


A brass lead screw 
Acme thread is said to provide fast 
action and smooth operation in the 


aluminum casting. A sliding cross 
handle is convenient in applying 


maximum pressure without the use 
of tools. 

Literature with complete size and 
price data is available from the man- 
ufacturer. 





Great Neck Offers New 
“J? Serewdriver Series 


Great Neck Saw Manufacturers of 
Mineola, New York, offers a low 
priced quality screwdriver line called 
the “J” series—for radio and televi- 
sion repairmen, electricians, and 
home use. Cabinet type, standard, 
stubby, and nickel-plated midget 
(with pocket clip) screwdrivers make 
up the complete line. 

The highly polished blades, with 
bits machine cross ground to size, are 
made of specially tested alloy tool 
steel, hardened and tempered tneir 
entire length, the company states. 

The handles are of transparent am- 
ber, which is made from a non-ex- 
plosive, non-absorbent plastic that re- 
sists grease and oils. According to 
the manufacturer, these handles will 
not crack or chip, and gripping power 
is achieved with less effort. 











SALESMEN AND _ REPRESENTATIVES now 
calling on PLUMBERS AND HARDWARE 
STORES—Manufacturer changing method of dis- 
tribution, selling direct to retailers the best com 
Detitive low price, high quality WALL TYPE 
CHROME-PLATED SWING-SPOUT FAUCET on 
the market; protected territories; liberal commis- 
sions. Please write to Box 647, SOUTHERN 
HARDWARE, 806 
Atlanta 5, Georgia. 


Peachtree Street, N. 
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HANSON 


Household Scale mode! 1308 


NEW — MODERN — BEAUTIFUL 
A Scale that Appeals to Women 
Every housewife will be delighted with chis smart 
new scale. Body made of styron plastic in red, 
yellow, and white; colors that fit the moderna 
streamlined kitchen. Platform stainless steel. 
Capacity 8 Ibs. by 2 ounces. Special dial 
graduations measures shortening by cups. Kilo 
graduations for continental cooking recipes. 
Order from your jobber 
HANSON SCALE CO., CHICAGO 22, ILL. 
Makers of household scales since 1888 

















Famous 
AMES IN 
ETTING... 


U. S. HEXLOK — 
The Perfect 
Hexagon-Mesh 
Netting with 
Lock-twist 
Weave 


S?7 
n~ 


U. S. STRAITLOK— 
The Original 
Straight-Line 
Poultry Netting 
Woven Like 
Farm Fence 


U.S. 4 IN 1— 
The New 
Chick-tight 
Straight-Line 
Netting with 
Graduated Mesh 


ed 
n~ 


Available in either 


galvanized before 


or galvanized after 


INDIANA 
STCCL & WIRE CO 
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ALLIGA! GATOR 


BELT 7 insene 






ECONOMY 
PACKAGES 
IN “E”’ CARTONS 














Avoids the breaking of standard boxes to supply 
small user. 

Each package is a complete unit containing one 
set of lacing, hinge and gauge pins for 12” of 
belting width. 

Five sizes—Nos. 15, 20, 25, 27, 35—-Ten Economy 
Packages of a single size in each carton. 

“Just A Hammer To Apply It.” 

Order From Your Jobber. Ask for Bulletin A-60. 


FLEXIBLE STEEL LACING COMPANY 
4643 Lexington Street, Chicago 44, Illinois 


ALLIGATOR BELT LACING 





WONDER- WAND 


FOUNTAIN BR 
U N BRUSH 


fet A FAST CAR WASH & HOME UTILITY USE 


WONDER WAND WORKS MAGIC! 


car in 12 minutes! Washes Windows, Storm 
Doors, Porches, et« Water sprays through brush without 
waste. Saves Money—No Soap, Pails or Cloths 

Light weight—Brush and handle weigh about 
Four foot Aluminum Alloy Handle—Heat Tre ated Fittings 
Special Bristles—Fine grain hardwood head. Engineered for 
long life 


NATIONAL ADS AND PROMOTIONS TO HELP YOU! 


Washes a 


yne pound 


Better Homes & Gardens STREAMERS 
House & Garden FOLDERS 
House Beautiful DISPLAYS 


Lig 


DISCOUNTS FOR YOU DESPITE 
LOW LIST PRICE. 
One jobber one 15 $3. OG 
See your jobber now 


six months! 
WESTERN HOME PRODUCTS CO. 


1006 PRUDENTIAL BLDG. BUFFALO 2, N. Y. 
ATTENTION, MANUFACTURERS’ AGENTS: 2 territories still open 


thousand in 
r write 














XUM 


SOUTHERN HARDWARE for FEBRUARY, 1950 


FASTER SALES 
MEAN 





}} ROTARY 
// POWER MOWERS 





PRICED TO 
RETAIL FOR 





N@ Airfoil shaped blade gives smooth 19” cut to fine 
lawns with ease. The HOMKO Rotary Mower is the latest develop- 
ment for cutting high grass and weeds. A maximum of SAFETY, 
STRENGTH, and LONG LIFE is obtained from the ALL STEEL 
GUARDS AND FRAME. Powered by the latest VERTICAL TYPE, 
DIRECT DRIVE, NATIONALLY KNOWN, 2. H.P. 4-CYCLE ENGINE. 


DEMAND DEPENDABLE HOMKO—TRULY A QUALITY PRODUCT 


MANUFACTURED BY 


WESTERN TOOL & STAMPING CO. 


THE LEADER IN THE POWER AND HAND MOWER FIELD 
2725 SECOND AVENUE DES MOINES 13, IOWA 

















Wy Not? 


SELL THE TACKS 
THE PROFESSIONALS USE 





VIKING CANVAS TACKS drive easier — hold 
better—no waste—every tack a good tack—and, 
of course, they are sterilized. 


VIKRO FINISH—corrosion and rust resistant—will 
not hurt the mouth—gives ultimate protection 
against spotting out or bleeding through wall- 


paper. 
MODERN ATTRACTIVE PACKAGES—easier to 


sell and easier to handle. 


ASK YOUR DISTRIBUTOR OR SPECIFY 


VIKING CANVAS TACKS 


GENEROUS SAMPLES ON REQUEST 


W. W. CROSS & CO., 
JAFFREY, N. H. 


INC. 
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For 1950 lone Star leads the 


Field with America’s Most 
Complete Line of Aluminum Boats 





15 new improved models including dinghys, flatbottoms, 
semi-vees and runabouts. 
All built right! All priced right! 




















~ 
Dollar for dollar—feature for feature—Lone Star Boats will 
give you more sales—more profits! 


And Lone Star helps you sell with over 9 million sales mes- 
sages in national outdoor magazines, with dealer mats, cata- 
logs and folders furnished for your promotion. 

Write today about your Lone Star dealership 





Box 997-H 








£ 


Si 





LONE STAR 


BOAT MFG. CO. 


GRAND PRAIRIE, TEXAS 


























. . Make New Screens... 

aw Brace light frames of all kinds 

QUICKLY and Easily! .. . 

Strengthen in all directions. . . . True right-angle fit 

without miter or mortise . . . with the most rigid of all 
repair braces. 


KEES CORNER BRACES fie all lumber 


from % inch to 11% inches thick . . . Beveled, closed 
corner keeps out dirt . . . Made of finest quality pressed 
steel . . . baked enamel finish! Try KEES corner Braces— 


for double frame strength. 
KRERES b 














Order from Your Jobber. 


Write Dept. SH-3 for Free Catalog 
Since 1874 


F. D. KEES MFG. CO. 


BEATRICE NEBRASKA 















ADAMS 


PUMP LEATHERS We2-Vht Tat 


An Adams Cup for every pumping purpose. From the shallow tc 
the deepest wells. Selected hides, especially tanned and processec 
to suit each exact requirement. Any size hole at no extra cost 
Special attention to odd size cups. 


ALSO MANUFACTURING A COMPLETE LINE OF 
KAYO, TIP-TOP and ADAMS 
Steel hand tools, cold chisels, punches, etc. 
Ask your jobber or write 


Cc. F. ADAMS, 


420 So. Lake Sf. 


c. 


In 
Dept. H Fort Worth, Texas 


TRUE TEMPER 
THE § STAR LINE 








*% HAMMERS x STEEL GOODS 

% HATCHETS * FISHING RODS and BAITS 
* AXES % HEDGE and PRUNING SHEARS 
* SHOVELS *% GRASS CUTTING TOOLS 














NE VW IMPROVED 


Minute Man GUN BLUE 


ONE APPLICATION 


NOT A PAINT — NOT A LACQUER — 
MAGIC COLD CHEMICAL — 


BLUES INSTANTLY 


MAKES OLD GUNS LIKE NEW 

















4ll necessary equipment to 

blue enclosed in each Box. 

Packed one dozen to a hand- 

iy some counter display case of 
a Red, White and Blue. 


NEW METHOD MFG. CO. 

y Box SH-38 New Method Bidg. 
Bradford, Pennsylvania 
YOUR JOBBER HAS IT 



















Write tor FREE Descriptive Circular 
We Have Been Making Gun Bluing for Over Twenty Years 





(mom-Paorit) 








|~YOUR... 
HARDWARE MARKET 


Constant change—something new—something better—is a char- 
acteristic of America. 

The easiest way to keep up to date in the hardware trade is 
through the pages of your business magazine. For example, within 
the past year a survey among 4000 Southern retail dealers and 100 
wholesale houses on the importance of sporting goods lines to 
the hardware retailer 

Again a survey among a representative number of dealers as 
to wages, hours, average pay, incentive plans, etc. SOUTHERN 
HARDWARE gives you each month information, ideas, plans and 
suggestions based on the intimate contact of our editorial staff 
with the most successful hardware merchandisers over the South 

If you are not already a subscriber, send in your $1.00 today 
for a yearly subscription or $2.00 for three years. 


SOUTHERN HARDWARE 
806 PEACHTREE ST., N.E. ATLANTA 5, GEORGIA | 
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